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DEALER SALES CONTROL 
See page 90 





DEALER FRANCIS MAHER plans housing project in 
Louisiana, Mo. 
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urnbutton pigac 
in three kndgmdes 


e there's” Pushbutton 
type which locks with @™ pusl he button on 
inside knob, unlocks when side knob is turned or door 
closed, or the Turnbutton type, which locks both knobs 
with a quick turn for that extra assurance of privacy. 
All Dexlock features — standard Dexter boring. 

Write for literature on Dexter’s complete line of resi- 
dential hardware. 


DEXTER LhOoOcCH DIVISION 
Dexter Industries, Inc. e Grand Rapids, Michigan 


In Canada: Dexter Lock Canada Ltd., Galt, Ontario « In Mexico: Dexter Locks, Plata 
Elegante, S.A. De C.V. Monterrey. Dexter Locks are also manufactured in Sidney, 
Australia; Milan, Italy and Porte, Portugal. 
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“Yep, that’s your sales curve, pal” 


‘Saies boom? You bet, when you 
push Bird Wind Seal Shingles! 
Everybody sees 'em in The Saturday 
Evening Post, everybody loves ’em 
because they don’t blow off. Call your 
Bird representative and start your 
_ @wn sales boom today—or write... 
Bird & Son, inc., East Walpole, Mass. 


‘CHICAGO, IkL.* SHREVEPORT, LA.~ CHARLESTON, S.C. 
> Quolity Products since 1795 


“ BEST FOR YOUR ROOF 


* BIRD 


Wind Seal Shingles 
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Everybody Knows Formica has the Biggest and Best 
Advertising Program in Laminated Plastics .---- 


BUT DID YOU KNOW? 


=A APM ne 








We depend on no outside suppliers for our 
printed patterns. We print every sheet of 
Formica has better color consistency and color Formica in our own plant, assuring compati- 
| stability because 2 bility of inks and resins to control color. 














We select and mix our own ink to assure match 
with colors we made last year and those we A sample run precedes all production and 
3 will make next year. 4 colors are checked against standards. 





Only in Formica can you get all these plus features: 


1 Consumer acceptance 6 More workable postforming grade 


2 Flattest sheets 7 Raymond Loewy design and colors a RN . 


3 Easier to machine because it’s 8 More realistic wood grains 
less brittle 9 Technical help pant Ob TD gp 
; Guaranteed by 
4 Uniform sheet thickness 10 Good service from large Good Housekeeping 


5 Consistent quality warehouse stocks = os 
FORMICA Corporation, Cincinnati 32, Ohio 


Laminated Plastic 


Circle No. 58 on Handy Cover Card June 8, 1959, AMERICAN LUMBERMAN AND BUILDING PRODUCTS MERCHANDISER 





WHAT IS “DSC”? This __ insignia 
above, which you'll see used with many 
articles in A.L., is a symbol for DEAL- 
ER SALES CONTROL. It is one of the 
permanent principles guiding our edi- 
tors. It signifies a progressive manage- 
ment method—controlling the sale— 
which works for the home building, re- 
modeling, farm and commercial markets. 

When a dealer controls his sales, he 
performs services for either contractor 
or consumer, assuring adequate profit 
on materials and customer satisfaction. 

DSC can stem from land control, pre- 
fabing, financing, sales of new homes 
or remodeling packages (rather than 
pieces) to builders or consumers by the 
retailer. DSC also means product brands 
-_ specifications controlled by the deal- 


a the DSC principle grows, every 
segment of the building industry will 
benefit. There will be more building 
and remodeling; creative selling of qual- 
ity products; stable distribution and 
customer convenience through one-stop 
retail showrooms and stores. 

During the coming months you will 
see dramatic evidence of DSC in Amer- 
ican Lumberman. Topics to be covered 
include land development by the dealer; 
building companies controled by the deal- 
er; fabrication of trusses and other com- 
ponents by the dealer; control of the 
home improvement market by the dealer. 


We've been publishing a series of 
articles on progress among lineyards. It 
is apparent from these reports that many 
lineyard companies are making improve- 
ments in their approach to merchandis- 
ing. 

But lineyards still have a tough prob- 
lem in a town with an alert independent 
dealer. The man who owns his own 
yard can make a quick decision on 
volume jobs where a branch manager is 
often hamstrung by lack of authority. 
Oftentimes a little extra service or spe- 
cial incentive can swing a volume buyer. 

A Missouri dealer told us that he 
opened a new yard in a_ neighboring 
town, with his brother at its head, sim- 
ply because the town was served exclu- 
sively by lineyards. 

“On major projects, those lineyard 
managers often have to check with 
headquarters,” he chuckled. “By the 
time the answer comes back, we're al- 
ready delivering the materials.” 

Until more lineyards give their man- 
agers real authority and increased finan- 
cial incentives, alert independent dealers 
are not going to be too disturbed, espe- 
cially in sales of big-ticket building 
jobs. Ironically, the volume deal is 
where the purchasing power of the line- 
yard should give them an advantage over 
the independent. 
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Features 


Here Come Plastics 
Major trend report on plastic products for home building. 


What Are Piastics? 
A handy definition of plastics for retailers, plus summary 
of plastic product distribution. 


Plastic Products in Lumberyards 62 
Oregon firm may be prototype of new type of wholesaler 
who will sell plastic products to lumber and building ma- 
terials dealers. 


What Plastics to Use for Building 
Valuable summary tells you advantages and disadvan- 
tages of various plastics, with tips for lumber dealers on 
each plastic family. 


Aluminum Fabrication Goes Regional 
Extruders are looking for distributors, who can make 
storm products and sell to building materials dealers. One 
jobber scores $1 million annual sales. 


Small-Town Dealer Sparks Subdivisions, Controls Sales 
Outstanding performance by Missouri yard which departed 
from its traditional methods and adopted ‘‘DSC’’—Dealer 
Sales Control. 


Dealers Tell Importance of Land Control 
Nationwide check shows lumber retailers think that land 
control is becoming a ‘‘must’’ for control of building ma- 
terials sales. 


Shutters Open Up New Profits 
Tips for dealers on popular specialty line. 


More Profit for Both Dealer and Contractor 
No. 3 in Organized Teamwork editorial series by Art Hood: 
‘A Pattern for Profitable Dealer-Contractor Relationship.” 





What's coming... 


“‘DSC''—Dealer Sales Con- 


NEW PRODUCTS page 74 trol—takes the form of land 
development and dealers in the 


SALES AIDS page 117 building business down in 


CLASSIFIED ADS page 120 Texas. 


A special report from the 


ADVERTISING INDEX page 121 Lone Star state in your June 
NEW LITERATURE page 124 22 issue tells you how many 
Texas dealers control their 


sales. 
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Only Ruberoid provides a truly trouble-free 
Self-Sealing shingle. The special features in- 
dicated above are design reasons why this 
product has been a volume leader in its class 
since its first introduction. It’s another out- 
standing example of Ruberoid leadership in 
product development and service to the 
building industry since 1886. Another reason 
why dealers know they can always count on 
Ruberoid for profitable products. Another 
reason why more and more progressive build- 


AVAILABLE IN 


frend Colors 


ing material dealers join the Ruberoid team 
each year. 


And there’s more to this story! Ruberoid 
gives you a complete line of products for 
every roofing and siding need. National ad- 
vertising support builds brand recognition 
and preference. Every merchandising aid you 
need. Find out why it pays to be a Ruberoid 
dealer. Contact your Ruberoid representa- 
tive today. Or write: The RUBEROID Co. 





500 FIFTH AVENUE, NEW YORK 36, N. Y. 
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PERSONAL VIEWPOINT 





Plain talk about home building 


Last month a former lumber dealer spoke bluntly about the future 
prospects for home building in the United States. Here are a few quotes: 


“The final production of homes this year will be no higher than 1,285,- 
000 units . . . just slightly larger in 1960. 


“The biggest press for more homes because of population growth, 
as the World War II baby crop gets married, will be nearer 1965 than 
in 1960 and will not be larger than 1,500,000 houses yearly.” 


The speaker was not just a typical dealer but Norman P. Mason, now 
administrator, Housing and Home Finance Agency, top government divi- 
sion supervising all housing for Uncle Sam. Backed by the exhaustive re- 
search of many government fact-finding agencies, Mason does speak with 
authority. 

Coming as it does at a time when rosy predictions for this year have 
reached absurd proportions, Mason has performed a real service. And 
again, by viewing the future on the basis of cold facts, he should help 
dealers, wholesalers and manufacturers chart an intelligent course of the 
future. 

Being just as hard-boiled, we will flatly state that only 1.2 or 1.3 mil- 
lion homes yearly over the next two or three years means trouble for all 
trade factors. We, too, have facts before us which clearly indicate the 
greatly increased yearly capacity of mills and factories producing building 
materials. It also should be said that new supply sources—aluminum and 
plastics, (described in this issue) have ambitious plans to corner a large 
share of the available business. 

Obviously, then, new home building will continue to be competitive 
with increased pressure for still m6ére cost-saving developments, such as 
components, trusses, and greater emphasis on new products with appeal 
for the home buyer. This explains our editorial campaign, which began 
in the May 11 issue, to encourage new building techniques with more 
DSC (dealer sales control) for home building. The validity of our stress 
on encouraging dealers to get into land is documented by Norm Mason’s 
comments on this topic in our newsletter in this issue. 

Our basic point is simply this. Don’t count on sustained volume from 
home building unless you’ve made or will take steps to stay competitive. 
Each issue of this magazine will describe and illustrate the many ways 
dealers, like yourself, are going for new DSC and profit on home building. 

One must separate viewpoints for the individual dealer and the industry 
as a whole. A tight, smart operation, based largely on home building can 
be enough for some retailers by itself. This is especially true for the retailer 
with his own land, who sells homes built by his own crew or under contract. 

But, when we consider the industry as an entity,the situation is quite 
different. We repeat, 1.2 or 1.3 million homes yearly is not enough to 
keep this industry running profitably; new sources of value must be cul- 
tivated. 

Remodeling is an obvious market. Present efforts by both manufacturers 
and dealers in this area are modest. Dig behind the apathy and one dis- 
cover a pretty unjustified conviction that remodeling is a stop gap, some- 
thing to turn to temporarily while awaiting another housing boom. 

A boom to us suggests short supply of materials, something that just 
isn’t in the cards in the years ahead. One gets temporary shortages, but 
now huge quantities of materials can be put in the pipe line almost over- 
night. 

As we write this editorial, there is littlke evidence to suggest that manu- 
facturers of building materials appreciate the marketing problems they 
face. With a few exceptions their stimulation of remodeling, their softest 
touch for more volume, is spotty, unimaginative and selfish. Advertising 
dollars are still going largely for promoting new homes with a piddling 
budget for remodeling. 

Dealers know that a new tile or floor covering never creates a sale in 
itself, for a big-ticket remodeling project. When manufacturers do spend 
more to promote remodeling—and they will—we suggest a broader ap- 
proach selling both remodeling itself and the product featured. 

Our final work is to retailers. Now is a good time to carefully study 
your market. Keep in mind that the ideal program for most retailers is a 
combination—volume from home building, remodeling and store trade-— 
all with some degree of DSC dealer sales control. If one-stop remodeling 
is not being offered, consider the pressure this places on getting house jobs. 

Remodeling in time will outshine new construction; we have, for ex- 
ample, a target of over 50 million existing homes. Just to illustrate how 
poorly they are being serviced, over 30 million homes haven't been 


painted in 10 years. 
Gordon J. Lawler 
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Switch jobs quickly. In minutes, re- 
move lifting tines and attach 2 cu yd 
material bucket for loading sand, gravel, 
coal, etc. Bucket is 58 in. wide, tilts 45 
degrees for dumping. 











Speed up deliveries ...cut ware- 
housing costs with a multi-use 


INTERNATIONAL | ac = 
Utility tractor oe 


Mechanize order picking. Cub Lo-Boy develops 1,500 


lb drawbar pull... yet operates for only pennies per hour. 
Lets you assemble orders while trucks are making deliveries. 


You don’t need to spend a fortune to mechanize ware- 
housing and truck loading of lumber and materials. For 
a moderate investment, an International Utility tractor 
will more than pay its way with mechanical hustle to 
replace manual muscle. You'll warehouse all materials 
; INTERNATIONAL 

far faster and far cheaper with less manpower ... and i Caan Ace Sn RSE 

ke NP RE a 460 340 
speed up truck turn-around on deliveries. Study the spec- = UTEITY uTuTy 
ifications ... then ask your IH dealer to help you select —_Horsepower* 61 45 


Operating weight, Ib 4,840 4,190 


the International Utility tractor that best fits your needs. — Wheelbase, in. 78.7 73.5 
Turning radius, ft ; 10 9 


*Bare engine at standard sea level conditions. 


See your Harlo Fork Lift* Specifications 


Capacity | load | Weight | Overall Height, in. 


ee } ied T s Q fa ATiIO ee A L MODEL rout: Center Inches Pounds Lowered 


32400 


32405 4,000 
HARVESTER dealer 32410 | 4,000 

32420 4,000 
International Harvester Products pay for themselves in use — 32450 | 4,000 | 5 
Farm Tractors and Equipment... Twine ... Commercial Wheel Tractors ... *Not manufactured by IH... Method of mounting approved ... 


® Motor Trucks .. . Construction Equipment—General Office, Chicago 1, Illinois does not affect tractor warranty. 
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NEW 
DEVELOPMENTS 


American Lumberman, June 8, 1959 


RESIDENTIAL BUILDING CONTRACTS WERE UP 48% in April over the same month 
of 1958, according to F. W. Dodge Corp. All major building types rose 
substantially, sparked by large gains in apartments and single family 
homes. The number of dwelling units represented by the April contracts 
totalled 141,370 valued at $1,830,780,000. 
Construction contracts as a whole in April totalled $3,778,419,000, 
setting a new high for any April, and a new all-time high for any 
month when allowance is made for seasonal influence. Big increases 
were noted for contracts for schools and factories, two categories, 
which had lagged earlier in 1959. 











NOT MONEY, and the cost of its development are the biggest problems 
facing the nation's builders now in the period of home building 
expansion in the next 10 years, comments Norman P. Mason, HHFA head. 
Speaking to congressional committees, Mason said he is not greatly 
concerned over the immediate availability of money or interest costs. 
Norm indicated that the big expansion for housing will come in 1965 
rather than in 1960 and will "not be larger than 1.5 million homes 
yearly." Mason's statement confirms the importance of recent AL 
extensive coverage of dealer land development. The government is 
considering some means of insuring loans for land development, also, 
Mason said, as well as for mortgages, to hold down costs running as 
high as 30% interest on loans for land development. 














NEW WAYS TO RAISE MORE MONEY FOR MORTGAGES in the 60's is shaping up as 
a major battle. The National Association of Home Builders has begun 
active pushing for a central mortgage bank to insure a steady flow 
of money into the mortgage market. Carl Mitnick, NAHB president, 
pointedly comments that he expects suppliers to join with builders 
in selling this idea to Congress. 
Mitnick's appeal to Congress will be largely economic — the beneficial 
effects of home building. He cites, for example, that each house puts 
24 men to work for a year = one in the factory, one on the site and 
one-half in utilities and community facilities. 
Worried by the comnetition of a central bank, the savings and loan 
people are urging their plan for a secondary market facility empowered 
to raise savings capital from pension funds and other institutions 
not now engaged in home financing. James E. Bent, president, National 
League of Insured Savings Association, recently had a personal inter- 
view with President Eisenhower to press this viewpoint. Both Mitnick 
and Bent are using 2 million homes yearly in the 60's as a reason for 
new financing arrangements. A figure contrary to even the most enthus- 
iastic estimates of trained economists. 














EXTERIOR PAINT GOOD FOR 15-20 YEARS is being feverishly researched with not 
only paint producers on the edge of their chairs. The spark setting off 
all this energy has been the excellent response by the public for 
aluminum siding with long life promised for the painted surface. 
Urging on the paint people are the producers of wood sidings, hard- 
board, plywood = all the firms which make exterior surfaces, which 
usually are painted. Obviously claims by aluminum siding manufacturers 
have cut deep and aroused certain producers. 

Water-thinned exterior acrylics may be the answer, but all major paint 
companies hedge on promising 20-25 years of service. In addition the 
surface must be just right for a successful application of acrylics. 
These new paints will be fully described in our June 22 issue. 
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look who's 
behind the 
BIG BARCLAY/BARCLITE PUSH! 


ALABAMA 
Cole Manufacturing Co Birmingham 
Copeland Giass Co Gadsden 
Henderson Black & Greene Co., inc Troy 
Huntsville Building Material Co ‘ "Huntsville 
Plastic Products Co coe Birmingham 
Underwood Buiiders Supply Co Mobile 
Wimberly & Thomas Hardware Co........ "Birmingham 
ARKANSAS 
Dyke Associates. Little Rock, Ft. Smith, Texarkana 
CONNECTICUT 
Allied Building Material Co., tnc....... east 4 
Fairfield Reserve Supply, inc oe .Norw 
New Haven Reserve Supply Co...... a ew io 
Superior Building Supply Corp..... sow Unionville 
Wharton Distributing Co. Inc .. South Windsor 
DELAWARE 
Brandywine Dealers Reserve <-neeeeWlimington 
FLORIDA 
1. W. Phillips Co = 
GEORGIA 
feeicen Rudesal, Inc 
Ibany Hardware Co 
Dixie Plywood Co. of Savannah, Inc. 
Pratt-Dudiey Builders Supply Co... 


Sor the first time ever! 


BARCLAY and BARCLITE team up with 


DAVE GARROWAY 


on NBC-IV 
get non the big buald-up! 


DISTRIBUTORS 
ILLINOIS 
Edward Hines Lumber Co ‘ int Skokie 
Ever Seal Window Co., Inc Melrose Park 
Mid-West Jobbers..... opinion Chicago 
KENTUCKY 
Central Kentucky Supply Co. - - Lexington 


LOUISIANA 
Davidson Sash & Door Co svveveneelexandria 
Lafayette 
Lake Charles 
New Orleans Sash & Door Co., Inc.. New Orleans 
Tulane Hardwood Lmbr. Co. ..Baton mn Rouge, N. Orleans 
United Sash & Door Co......... -eeseeaton Rouge 
MAINE 
L. C. Andrew. picaninponees , Sout Windham 
Pineland Lumber Co........ ..Lewiston 
R. B. Dunning Co. Bangor 
Soule Glass & Paint Co... Bangor, Lewiston, Portiand 
MARYLAND 
The Kimball Tyler Sales Co................0- Baltimore 


MASSACHUSETTS 
The Ethide Co........... ..Boston (Cambridge) 
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The L. N. Sherry Co me Worcester 
Vv. P. Winter Distributing Co West Soringtions 
Warren F. Hoye, Inc ae Springfield 
W. E. Bixby Co. sesesaiiadniins Nocorin 
MINNESOTA 
Midway Lumber Co.................. corseeee St. Pau’ 
W. A. Gerrard Co..... socket Minneapolis 
MISSISSIPPI 
Jackson Sash & DOOT CO............e0-ccecsesveeeesverreveeeb@CRSON 
missouri 
Dyke Associates Inc Kansas City 
Missouri Builders Spec. CO. INC..........csenceveee St. Louis 
NEBRASKA 
Consolidated Supply Co 
NEW HAMPSHIRE 
Knowlton & Stone 
Major L. Rodd & Son ‘ 
NEW JERSEY 


Theodore Andreas, Inc 
Bayonne Steel Products. 
Voight Carpet Co. 

Seifer Hardware 




















No one shot promotion this — but a big, steady 
humdinger of a TV push for both products... 
directing customers right to your door. You get 
national advertising, local advertising, TV TOO! 
And all these sure-fire aids tying in your store as 
buying headquarters for the biggest selling TV 
show going... today! Millions of people will see 
Barclay and Barclite demonstrated by Dave Gar- 
roway. Contact your distributor for these free 
COUNTER CARDS, COLOR STREAMERS and 
STICKERS. Display them prominently. They 
identify you as 


HOME DECORATING HEADQUARTERS 


for BARCLAY & BARCLITE PANELS as 
featured on NBC-TV today with Dave Garroway 





a ET TIS 
BARCLAY & 
BARCLITE PANELS 

= 








COLOR STREAMERS 





COUNTER CARDS 
STICKERS 


Contact your local NBC-TV station for your own 
personal GARROWAY tie-in TV commercial. 


BARCLAY/BARCLITE 


BARCLAY MANUFACTURING CO.,INC. 
DEPT. AL-6, BARCLAY BUILDING, NEW YORK 51, NEW YORK 


F die LOO Oe ear 


F Guaranteed by © 


NEW YORK 


American Canadian Lumber Corp. 
Corona Plate Glass Co.. 


American Sash & Door Co. ooanse Toledo 
Buffalo Plastic Mfg. & Supply , Cleveland 
PENNSYLVANIA 


Davidson Sash & Door Co 


Austin 
Davidson Sash & Door Co San Antonio 


Genessee Reserve Supply inc.. 
Gibson UY nie 
wag Wholesale Supply Corp 

E. Schiff Distributors Inc... 


Tarrytow' 
Brooklyn, Bronx 
Albany 


Inter-State Builders Supply, inc 
L. 1. Wholesalers Nassau-Suffolk, Inc...W. Hempstead 
Reserve Supply Corp. of Long Isiand. Mineola, Pineaire 

Riverhead 
Saltpoint Supply Corp. Syracuse 
Saltpoint Supply of Northern N.Y. Co., Inc Malone 


NORTH CAROLINA 
Army & Navy Wholesale Supply Co.. . core 
Becker Builders “st ly . ilmington 
Dealers Supply C nig Charlotte 
Ellis — herenare Co. Inc... Whiteville 
Fogle Bros.. Winston-Salem 
Newman Wholesale Supply Co Asheville 
Parker Morris Associates Winston-Salem 
Sash Door & Glass Corp. Raleigh 


Delocon Wholesale Supply | iB ricisnecigiiovenels Akron 
H. Howard Frazer Co. "Cincinnati 


B. Schafer Wholesale Co., Inc 
Commercial Service Co 
Crest Aluminum Products Corp 
Erie Lumber Co 
McClure & McClur 
Philadelphia cos supply Co. 
Quaker Sales Corp 
Rea Wholesale Co. 
Scranton Brush Co. 
Union Roofing & Paper Co. 
William T. Leggett Co. inc 
Williams Products Co., Inc 
RHODE ISLAND 
V. P. Winter Distributing Co 
SOUTH CAROLINA 
C. C. Rhodes Lumber Co 
Jennings Paint & Glass Co 
TENNESSEE 
Cole Manufacturing Co 
Cole Manufacturing Co 
Cole Manufacturing Co 
Tennessee Metal Moulding, inc... 


Erie 
McKeesport 
Philadelphia 
Erie 
Johnstown 
Philadelphia 
Johnstown 
Clarion 
Scranton 
York 
Pittsbureh 
Philadelphia 


Providence 


Charleston 
Spartanburg 


Chattanooga 
Knoxville 
Memphis 
Nashville 
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Houston Sash & Door Co 
Texas Sash & Door Co 
Dyke Associates Inc 


VERMONT 


Houston 
Ft. Worth, Dallas 


Wetmore, Inc 
VIRGINIA 


Globe tron Construction Co., inc 
Sash Door & Glass Corp 


Asdaiatd VIRGINIA 
Service Glass C 
W. A. Wilson & “Sons, Inc 


WISCONSIN 
Lumber Dealers Supply Co., inc 
HAWAII 
Lewers & Cooke, Ltd 
CANADA 
Letaivre & Sabourin Ltee 


SOUTH & CENTRAL AMERICA 
Bestwall-Certain-teed Sales Corp... 
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Texarkana 
Burlington 


Norfoth 
Richmond 


Huntington 
Wheeling 


Green Bay 
Honolulu 


Montreal, Quebec 
Pilton Ltee Hull, Quedec 


New York 


Whatever your paneling needs... select fro 


NEW EVANITE POLY-CLAD PLYWALL 


The choicest grains of the most 
expensive woods are reproduced 
directly on strong, durable ply- 
wood panels . . . at half the usual 
cost of fine wood paneling! New 
baked-on Poly-Clad finish forms 
a tough protective shield against 
fading, mars, scuffs and stains. 
Plywall plants at Ft. Wayne, 
Indiana, and Corona, California. 


It pays to buy Evanite Building Products from your Plywood Jobber . . 
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the EVANITE BiG THREE at your jobber’s! 














PLYWOOD 


Evans quality—DFPA grade- 
marked—is your assurance of the 
finest fir plywood made. Because 
of its unlimited building applica- 
tions, Evanite plywood — exterior 
or interior—offers you a big year- 
round sales potential. Fir ply- 
wood plants at Coos Bay and 
Roseburg, Oregon, and in Canada 
at Vancouver, B.C. Member of 
Douglas Fir Plywood Association. 


BUILDING PRODUCTS 
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EVANS PRODUCTS COMPANY Sins 


sVW 


k 


Evanite prefinished hardboard 
comes in a variety of textures to 
meet the ever-growing demand 
for this durable, decorative inte- 
rior paneling. It’s versatile, easy 
to install—provides a luxury look 
in any room at surprisingly low 
cost. It comes from the factory 
completely finished in a hand- 
some “Driftwood” ivory tone. 
Hardboard plant at Corvallis, 
Oregon. 


PLYMOUTH, MICHIGAN 
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W.M.K. Transit Mix, Inc., of Las Vegas, Nevada, gets the job 
done dependably and profitably with its all-Mack mixer fleet. 
Shown above is one of its newest units, a Mack Model B-421S. 


Talk about versatility! 


From the hot floor of Death Valley to 
frigid high-altitude job sites, up steep 
winding mountain roads and over all 
kinds of terrain—W.M.K. Transit Mix 
has found Mack trucks perform effi- 
ciently, dependably and profitably. Says 
President A. H. McColley, “Macks are 
the most versatile trucks we have ever 
used . . . and their running costs are the 
lowest yet.” 

Under grueling operating conditions 
Macks showed their capabilities on all 
jobs, large and small. Efficient Mack 


Magnadyne engines coupled with Mack 
20-speed Quadruplex transmissions 
made short work of steep grades carry- 
ing big seven-yard mixers. And for non- 
stop performance through sticky mud, 
sand or over rocky terrain, the rugged 
strength and efficiency of Mack’s Bal- 
anced Bogie — 4-wheel tandem-axle drive 
—with Power Divider proved to be the 
answer. Its ability to apply power to the 
wheels with the most traction kept 
mixers on the move, kept tire wear to 
the minimum. 
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Let your Mack branch or distributor 
verify these claims—and tell you how 
you can profit by using Mack trucks in 
your own operation. Mack Trucks, Inc., 
Plainfield, New Jersey. In Canada: Mack 
Trucks of Canada, Ltd. 


MAC K 


FIRGT BAM E FOR 


TRUCKS 








THREE Gcl4q ITEMS! 


9 . ° There’s a gold mine in home modernization! Get on the bandwagon 
You can t Miss with with this new aluminum siding that covers every type of existing 


exteriors. Resists chipping, cracking, peeling, and it can’t burn! 
Pe RMA-SI D t Interlocking construction assures easy appli- 
cation. Nails don’t show. Available in 


ALUMINUM attractive colors: White, Pastel Green, 
Yellow, Grey and Coral. 
BAKED ENAMEL 


SIDING 





eeaeeeeeo ooo eoeeoesaeeeeeeeeeeeeeeeeeeeeeees ese @ 
DO IT YOURSELF 
the ONE and ONLY ORIGINAL 


Patti Port 


Do-It-Yourself—Outdoor living at its best with this 
famous-name carport-patio-many-use-shelter. Practical, Low in 
Cost, No Upkeep—All metal. Oven baked finish. No painting 
needed. Roof panels slide together in a jiffy, locking out sun’s 
heat and rain. Fun-to-follow instructions. Goes up in a few 
hours. 20 feet long by 10 feet wide (four-leg or lean-to models) , 
eeeeeeeoeo ooo oeoeeoeeeeeeoeeeeeoeeeeeeeee eee eee @ 


DO IT YOURSELF 


“Hang ‘em Yourself”? U NIT-PAK 
ALUMINUM AWNINGS and DOOR CANOPIES 


Now . . . permanent aluminum awnings at no outside installation cost, so very simple 
fo put up that even mother can do it in a few minutes all by herself! Available in a variety 
of handsome colors. Featuring Famous Adjusta-Slant Bracket. Merely loosen nut to change 
the pitch of the awning. 


IMMEDIATE DELIVERY - PHONE -WIRE-WRITE TODAY! 





Please send me free literature on 
“Hang ‘em Yourself” Unit-Pak Aluminum Awnings 
Patti Port Carport-Patio-Many Use Shelter 
Aluminum Siding 


Name 





ar TE... 


ee Address 


PERMA-SIDE CO. ee 














Telephone 





9400 BELLANCA AVE., LOS ANGELES 45, CALIF. 
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Designer-Builder: Cliff May Associates 
Owner: Cliff May 
Location: Sullivan Canyon, West Los Angeles, California 


Cliff May, leading 
designer-builder, 

gets quality construction 
at no extra cost with 


KEYMESH LATH 
and KEYCORNER 


“Houses with plaster walls and ceilings give owners greater 
value,” says Cliff May, internationally recognized for his bold 
imagination combined with practical use of materials. ‘‘Plaster is 
a quality feature that is most effective in my selling. I reinforce 
ceilings of large span with Keymesh over gypsum lath; corners 
with Keycorner. As evidence of my belief, I used this construc- 
tion in my own new home in Sullivan Canyon, California. 

“The result is probably the finest plaster job in the West. The 
reinforcement has been so outstanding that we do not have a 
crack in the entire house, although we have over 7,000 square 
feet of area and many experimental types of plastering, such as 
different textures and different aggregate compositions. 

“I use my home as a model home. Clients are quick to recog- 
nize the added, although hidden, value of Keymesh and Key- 
corner reinforcing. The thick, reinforced walls and substantial 


plaster construction are big selling features.” 


For more complete information on Keymesh and Keycorner lath, write 


§)..’> KEYSTONE STEEL & WIRE COMPANY 


> PEORIA 7, ILLINOIS 
NS 
Keymesh® + Keycorner + Keywall + Keystrip « Keydeck » Welded Wire Fabric « Nails 


Photos by Maynard Parker, Reprinted through courtesy of Sunset Magazine, 


THE MASTER BEDROOM is a comfortable 
studio during the daytime. Acoustical, Key- 
mesh-reinforced plaster on ceiling adds soft 
beauty, assures quietness, 


THE KITCHEN serves as both a working and 
a social area. Keymesh-reinforced plaster on 
walls and ceilings dramatizes the livability 
of this room. 
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THE INDOOR-OUTDOOR appearance of the 
May home extends even to the dressing room, 
Here, Keycorner was applied in corners over 
Keymesh for added strength. 





THE ROUGH-TEXTURED plaster ceiling is 
THE TEXTURED-PLASTER ceiling unites the indoors with the out- ideal for the boy’s bedroom. Keymesh and 
doors in the master suite living area (Below). Keymesh used over Keycorner are adding superior crack resist- 
gypsum lath in this construction. ance to this construction. 








Now “‘brighter’’ than ever!—even more dramatically 
THE THINKING MACHINE OF AMERICAN BUSINESS 


automatic 


New Friden Model SBT 
has touch-one-key simplicity 
you'll be amazed to see! 


Watch this new model Friden 





EXCLUSIVE 


— 
| AUTOMATIC save manual and decision steps in any figure-work FULLY AUTOMATIC 
CHAIN : MULTIPLICATION 


MULTIPLICATION problem. For example, note time saved by: 
Touch one key after set- 


Flick of a key auto- - 
matically transfers | ting both factors, ony 
products from dials : eee eee oe 

It’s clearly shown in so 


to keyboard for fur- / an the Frid 
ther calculation, OF INDIVIDUAL EXTENSIONS AUTOMATIC ROUNDING OFF scaindedn aude dinis %s 
performs more steps in 


eliminating many of Touch of a key automatically re nner HG figure-work without 


me Be etna: rs transfers individual exten- }\ |} Operator merely sets a dial operator decisions than 
facto Iti ii i “i sions to storage dials, adds — in any of six positions — any other calculating - 
r multiplication, or subtracts as required, and | and machine automatically machine ever developed. 


produces a grand total. rounds off fractional cents \\J /) 
to the nearest full cent. ; 


Brighter’ calculators 
° Kors the by etivnr are one of the ways... 
Cost-saving office automation begins with the fully 
automatic Friden Calculator! Call your nearby Friden 
Man or write Friden, Inc., San Leandro, California.. 
sales, instruction, service throughout U.S. and world. 


FRIDEN i ANNIVERSARY ° ue S44 eae 
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Choice floor 
over concrete 


Here’s a floor that makes some- 
thing beautiful and comfortable out 
of a concrete slab... at minimum 
cost. Bruce Laminated Blocks 

are fabricated from three plies of 
tough-grained Southern Oak, 
bonded together with heat 

and pressure in a highly stable unit. 
Installed in Everbond Mastic on 
concrete, plywood, or other level 
surface, this flooring gives a lifetime 
of trouble-free service. 

For beauty, Bruce Laminated 
Blocks are given the famous 

Bruce factory finish that saves 
on-the-job finishing time and 
expense. Write for color booklet. 
See our catalog in Sweet's. 


E. L. BRUCE CO. 
Memphis 1, Tennessee 


Bruce 
Laminated 
Block 


Hardwood Floors 


(Vail ly z sealife 


Photo by Hedrich-Blessing, courtesy United States Gypsum Company 


BRUCE RANCH PLANK BRUCE UNIT-WOOD BLOCKS BRUCE FIRESIDE PLANK BRUCE STRIP 





LOCKWOoOoD DORGUARD 
unlocks from outside! 


FROM INSIDE... 

Chain permits door to open only slightly 
so that visitor can be identified before 
admission. Visitor cannot remove chain 
from outside. Easily removed by 
occupant. 


FROM OUTSIDE... 

A turn of key rotates slotted plate inside 
and ejects locking pin from slot. Five pin 
tumbler cylinder provides top security. 
Can be keyed alike or masterkeyed with 
Lockwood locks. 


EASY TO OPERATE... 

To release chain from outside, merely 
turn key in cylinder and locking pin drops 
from slot. From inside, close door and 
slide pin from slot. Pin hangs in base of 
chain plate when idle. 


DORGUARD 


eee LO ee 


For the first time DORGUARD offers an attractive, modern chain door fastener that unlocks by key. 


EVERYBODY WANTSIT... 
® HOMEOWNERS @ APARTMENT OWNERS ¢ TENANTS 


> MERCHANT BUILDERS... 


at low cost. 


it’s a stand-out with visible features 


>» MOTELS e HOTELS... extra protection for guests but can be 


unlocked by key in emergency. 


First shown at National Association of Home Builders’ Exposition ...it was a SMASH HIT! 


fel g-ee-te) [oie Comm fol U] imo} —1-) ot UE) fo] aT) te 


> SAMPLE MOUNT — Handsome 
mounted DORGUARD effectively den 


onstrates its exclusive feature 


’ j | ' i 
vty” Bes. 
See 
Xx 


Pm POWERFUL ADVERTISING — 
Consistent, hard-hitting ads in leading 
colorful sales 


builder magazines... 
literature, including bill stuffers. 


Pm COUNTER MERCHANDISER — 

Colorful packaging tells story at a 
glance. Cempact display carton con- 
tains six units. \ 


OoRGUARD 
Petes BEML ANON 
OF 4 SION arty 
ung 


Call your jobber today or write direct. Don’t delay — it’s HOT! 


LOCKWOOD 


LOCKWOOD HARDWARE MANUFACTURING COMPANY, FITCHBURG, MASS. 
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| Here’s quality you can demonstrate and sell! 


JOHNS-MANVILLE Seal-O-Matic® Shingles 
hold tight even in hurricane winds 


A patented adhesive stripe runs the 
full length of each tab. Result: maximum 





bonding area and holding power. 


POSITIVE PROVED PERFORMANCE. Johns-Manville 
Seal-O-Matic asphalt shingles have proved storm-tight 

by the dependable performance of millions of squares 
applied on roofs during the past five years. 

ENTIRE BUTT EDGE SEALED. The sun’s heat auto- 
matically bonds each tab to the course below. The 
wide, thick stripe of adhesive is continuous. No breaks 
in the stripe to weaken the bond or permit wind-driven 
rain to blow under the shingles. 

LAST LONGER. No blow-up or blow-off. Because the 
tabs of Seal-O-Matic shingles are sealed flat and tight 
to the roof they cannot flutter even in hurricane winds 
or curl in cold weather. This means less granule loss 
and longer shingle life. 

BETTER LOOKING ON THE ROOF. Because they are 


securely sealed down, Seal-O-Matic shingle edges re- 
tain a straight butt line . . . the roof has an attractive, 
even look at all times. Wide choice of decorator colors 
available. 


COSTS LESS TO APPLY ON LOW SLOPE ROOFS. 
Eliminates the costly hand cementing required when 
ordinary shingles are applied on roof pitches less than 
4 inches. 


EASY TO HANDLE. Seal-O-Matic shingles are packed 
in pairs back-to-back with the adhesive stripes to- 
gether. They are easily separated by a quick snap. 
This patented method of packaging eliminates the 
cost of removing and disposing of paper tapes. The 
adhesive stripe is protected against contamination 
until the moment of application. 


For complete information write: Johns-Manville, 
Box 111, New York 16, New York. In Canada, Port Credit, Ontario. 


JOHNS-MANVILLE 
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JOHNS MANVILLE 
PRODUCTS 
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““But just how far 
can I trus 


these rumors ?’’ 


Smart contractors depend on 
DODGE REPORTS instead of gossip 


In today’s fast-moving new construction market, rumor 
chasing can cost far more than Dodge Reports. Successful 
contractors are relying on Dodge Reports more than ever 
for information that enables them to select the kind of 
jobs they want to go after ...the jobs that can do them the 
most good. They get more good opportunities through 
access to more timely facts. 

Dodge Reports come to you each day. They give you 
advance notice on who's going to build what and where 


...in your area, in the types of construction you're inter- 
ested in. You select the jobs that look right for you. Dodge 
Reports keep you informed, too. Follow-up reports tell you 
when bids (or re-bids) are wanted, when plans and specs 
are ready — even who you're competing with. It’s the kind 
of help you need to follow up a job. 

If you do business anywhere within the 37 eastern states, 
you should learn how Dodge Reports can improve your 
operation and your profit picture. 


WRITE FOR FREE BOOK 


F. W. Dodge Corporation, Construction News Division, 
119 West 40th Street, New York 18, N. Y., Dept. AL69 


Send me the book “Dodge Reports — How to Use Them Effectively” 
and let me see some typical Dodge Reports for my area. I am interested 


in the general markets checked below. 
[] General Building 
[] Engineering Projects (Heavy Construction) 


[-] House Construction 








Area 


Name 





Company 





Address 


City s iia ‘ eS eo 
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On time on FIRESTONED ! 


They cut costs on building materials deliveries 


Whether you operate one truck or twenty trucks, count on Firestone 
Rubber-X, the longest wearing rubber ever used in Firestone truck tires. 
It’s yours with every Firestone, for extra trouble-free deliveries and lower 
truck tire costs. 


And along with new long-wearing tire rubber, all Firestones bring you 
Firestone S/F (Shock-Fortified) cord for still more stamina and depend- 
ability. No wonder more and more truck owners like yourself find it good 
business, always, to buy Firestones when replacing old tires—and to 
specify Firestones on all new trucks. Ask about them today at your nearby 
Firestone Dealer or Store—your headquarters for fast, reliable service! 


TRANSPORT SUPER ALL TRACTION 








Copyright 1959, The Firestone Tire & Rubber Company BETTER RUBBER FROM START TO FINISH 
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Discoloration — Moisture, dirt, grime, 
mar exposed surfaces of fir finish. 


Footprints—One careless step is enough 
to make this finish piece hard to sell! 


end this damage loss with new 


Georgia-Pacifi 


Oil and grease from oil can or tools can 
quickly penetrate and mar the surface! 


Surface _marring—One slip in handling 
fir finish can make it hard to sell. 


Poor figuring when you lose money on the 
scratch pad! Even pencil pressure mars! 


Te hiaeeice * oe 














Now you can sell mill-fresh finish lumber — clean, 
unmarked, dry ! Georgia-Pacific protects its fir finish line 
with new plastic-coated, heat-sealed packaging that 
makes it safe to store at yard or job site. Independent 
weatherometer test proved complete protection 

after the equivalent of 500 days’ outdoor exposure! 


Packaged G-P Fir Finish is easy to handle, easy 

to inventory, easy to open for one-piece removal. 
Available in all standard finish lumber sizes and grades. 
Call your local G-P source or write today. 


POORER ETOH E HOHE HEHE RHEE EEE EeEE® 


) GEORGIA — PACIFIC 
Lumber & Hardboard +« Plywood & Redwood « Pulp & Paper 


Dept. ALBP, 659 Equitable Bidg., Portland, Ore. 
Please send information on Packaged Fir Finish Lumber. 


Name. 





Firm. 





Addr 





Zone. State 
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Over 200 styles 


for V4 and Ye" perforated panels 





HOME WORKSHOPS. A place for every tool, always within 
: d utili f ical arm's reach. Handy Hooks are quickly assembled, easily 
ease, convenience and utility of economica installed, simple to change. Workshop kit (K129) available. 


K-V Handy Hooks. Ideal for every kitchen, 
workshop, closet, garage, basement, bath- 
room and partition. Single or double hooks, 
tool holders, shelf brackets, easels, hat 
brackets and shoe holders. Sturdy? They’ll 
hold up a lawnmower. Good-looking? 


Brightly plated, shiny smooth, some even 


Every day more homeowners discover the 








rubber-coated. Low cost, too! 


GARAGES. The perfect way to keep garages tidy. Keep sharp 
implements away from children, organize awkward garden 
and lawn equipment. Garden tool kit (K131) available. 


Ask your K-V representative 
or distributor about Bubble 
Pack display stand and bulk 
Handy Hook merchandisers 


KNAPE & VOGT MFG. CO. 
Grand Rapids, Michigan 








Manufacturers of drawer slides, adjustable shelf hardware, 


éliding and folding door hardware, closet and kitchen fixtures. 
MODERN HOUSEKEEPING. The low-cost, convenient way to 


keep house. Kitchen utensils, including covers, kept neat, 
ready to use; cleaning equipment conveniently assembled, 
tucked out of sight. Housekeeping kit (K126) available. 


Ask for a complete catalog. 
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KORDITE’S EASIER TO HANDLE .... tor 


you and your customers. A Kordite carton 
holding a 16 ft.x100 ft. roll is only 4 feet 
long, can be carried by ONE MAN instead 
of two! For emergency pickup, you can even 
put a few rolls of Kordite in the front seat 
of your car. 


WHY LUG LONG ROLLS? 


Kordite polyethylene sheeting in short packs 
is easier to hand 


le, display and sell! 


oe 3 


OTHER BRANDS ARE BULKY AND HARD 
T0 HANDLE. It takes two men to handle 


other brands of 16 ft. wide polyethylene 
sheeting. These brands are harder to store 
and transport but KORDITE’S COMPACT 
PACK takes less space in warehouse and 
delivery truck. 


EASIER T0 SELL. Kordite film is 


aged in a handy dispensing carton. Film pulls printed with footage, width, and gauge 
out like wax paper. Carton serves as a color- markings. This makes it easier to 
ful in-store display. Picture story on box measure and cut. 

sells 101 product uses. 3 


For more information and samples, contact 


your local distributor, or write to 


FREE! EXTRA SALES AID = Set ZH) © auloime rnooucrs anvision 





KORDITE CORPORATION 
Macedon, N. Y. 
{Plants in Jacksonville, Ill. and Woodland, Calif.) 


Kordite’s exclusive self-service 
display rack, worth $11.50, lets 
you sell polyethylene sheeting 
by the foot. It’s yours free when ea : 
you purchase an assortment of See your distributor now for a preview of 


Kordite rolls. {  KORDITE’S SUMMERTIME PROMOTION 
.-»PLANNED TO HELP YOU PROFIT! 
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THE MANEUVERABLE, 
RUGGED DUTY CLARKLIFT 
is one of the top quality 
trucks distributed by the 
Madden Equipment Corp. 


“Two years of outstanding service have 
convinced us that the National system 
is the most efficient accounting system 
available,” writes R. W. Bennett of the 
Madden Equipment Corp. “We only re- 
gret that we did not install a National 
System years ago. 

“Our National System has improved 
our accounting department in several 
ways. The National Accounting Ma- 
chine’s great flexibility enables it to 
process many types of data, including 
Accounts Receivable and Payable, In- 
ventory, Depreciation Schedules, Gov- 


R. W. BENNETT of the 
Madden Equipment Corp., 
a leading distributor of 
Clark Industrial Trucks in 
the Houston, Texas area. 


CLARK 


EQUIPMENT 


THE NATIONAL SYSTEM’S great flexibility and accuracy enabled this firm to sim- 
plify their accounting procedures and eliminate overtime due to bookkeeping work. 


“Our Caltoral System 
saves us ‘0,900 a year... 


pays for itself every 11 months!’’_ madden Equipment Corp. 


Houston, Texas 


ernment Reports and General Ledger. 
Its ease of operation permitted us to 
train employees to operate it in just 
two weeks. And since we’ve converted 
to the National System, overtime has 
been eliminated. 

“We are completely satisfied with the 
National System. Records show our 
National System saves us $5,900 a year 
... pays for itself every 11 months.” 


COMB. ~~ 2 ZO~ 


of the Madden Equipment Corp. 


THE NATIONAL CASH REGISTER COMPANY, Dayton 9, Ohio 


1039 OFFICES IN 121 COUNTRIES @ 75 YEARS OF HELPING BUSINESS SAVE MONEY 
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Your business, too, can benefit from the 
time- and money-saving features of a 
National System. Nationals pay for 
themselves quickly 
through savings, then 
continue to return a 
regular yearly profit. 
National’s world-wide 
service organization 
will protect this profit. 


“TRADE MARK REG. U.S. PAT. OFF. 


Walional 


ACCOUNTING MACHINES — 
» ADDING MACHINES * CASH REGISTERS 
wcr paper (No Carson Reauiren) 
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TAKE A 


GOOD LOOK 


AT THESE 


ZONOLITE BEST SELLERS ! 

































































740) \lo] Rng — 740) leo] Ras = ZONOLITE 


vermiculite glass fiber water-repellent 


INSULATING FILL BLANKET INSULATION MASONRY FILL INSULATION 


One sells the other...adds up to more sales 
and piles up more profit-dollars for you! 


The reason is clear. Zonolite insulating materials meet 
the broad range of needs of your builder, home-owner and 
farmer customers. One need opens up a likely require- 
ment for the other insulating need. It means more busi- 
ness, faster turnover, more money in the till! 


Why sell only half or one-third of an insulating job? You 
are missing a bet by not selling the complete insulating job. 

Dealers who promote all three Zonolite insulations 
aggressively can count on more sales, added-on profits, 
and a steady volume of extra, profitable business. 


ZONOLITE® vermiculite INSULATING FILL 
Tops in popularity with your builder trade and your Anyone can do the complete job in an afternoon. Won't 
“‘do-it-yourself’’ customers. Easiest of all to install... sag or “‘go flat’’...fireproof...rodentproof...rotproof... 
pours from bag into attic—no fancy installation cost. guaranteed for the life of the building. 


ZONOLITE® glass fiber HOME INSULATION 
An excellent extra-profit item! Perfect for walls and thermal efficiency. Won't rot, sag or pack. Requires 4 
slopes. Made of springy, superfine glass fibers, aluminum _ usual storage space. Three thicknesses meet all needs. 
faced. Clean, light, odorless, pleasant to handle. High Convenient stapling tabs make for easy installation. 


ZONOLITE® water-repellent MASONRY FILL INSULATION 


Newest addition to the famous line of Zonolite insula- cores and cavities, around reinforcing and other ob- 
tions. Cuts masonry wall insulating costs over 60%. structions. Won’t snag or ball up. Really water repel- 
Cuts heat transfer up to 50%; air conditioning costs, lent—actually sheds water! Perfect tie-in on every 
25%. Easy to install—pours freely from bags, flush into _ block and tile order. 


ZONOLITE COMPANY, Dept. AL-69 
136 8S. LaSalie St., Chicago 3, Ili. 


Combined purchasing of Zonolite insulating products makes sense to me. 
Send me your profit plan and details of FREE sales aids. 


Get behind the full line of Zonolite insulating products. 
You'll get full profits...full customer satisfaction... 
sales you wouldn't have got before. Combine purchases 
for extra discount, even more profit. All the sales helps 
you need on each! 


Nome ____ silieriniehainabigsetia 








ay FO csicnccntcinnincinittrtheeneeaenditatiinitta 


Mail Coupon Today ie sali 
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Why I specify L-O-F Window Glass... 


won't accept anything else! 


by Edward Saferin, Owner, 
Fulton Plaza Hardware, Cleveland, Ohio 


“When I find the right product, I stick with 


it. ve been sticking with L-O-F Window 


Glass for 19 years. 

“The reasons are simple. It cuts so well. 
It’s less brittle. There are no hard spots that 
cause a cutter to skip. It snaps clean at the 


score. That saves waste, protects my profit.” 

Edward Saferin has his glass storage and cut- 
ting bin in plain sight on his selling floor. 
“Tt’s handy and draws business. No sense 
hiding a good profit maker in a back room,” 
he says. 


Get ready now for Fall fix-up sales! 


Check your stock now...and when you reorder, specify L-O-F. 
Window glass sales are steady enough all year ’round to justify dis- 


playing it on your main floor. 


FREE BOOKLET 
Has plans for building several 
other display storage racks. 
Lists L-O-F quality window 
glass sales aids to help you get 
more business. Order booklet, 
“For Greater Profits”, from 
your L-O-F Glass Distributor 
(listed under “Glass” in the 
Yellow Pages) or write to 
Libbey ‘Owens ‘Ford Glass Co., 
608 Madison Ave., Toledo 3, O. 
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LIBBEY-OWENS-FORD WINDOW GLASS 


The glass that cuts easier, snaps clean 


TOLEGO 3, OHIO 
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“Say, we’re running low on 


We CC Trinity White Cement 
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ete eo ce re steady stream of it going out.” 
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—seems like there’s been a 
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The whitest white cement fi ’ | It’s a true portland cement 


VA W\h a s t X N¢ \X 4 


A product of GENERAL PORTLAND CEMENT CO., Chicago, Dallas, Chattanooga, Tampa, Los Angeles 
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“PRODUCTION” 
PAPER SHEETS: 
2%" x 9". Each package 
sells 10 sheets at a 
time, fits 3M Sanding 
Blocks. Also available 
in 1%" x 9”. 


3M SANDING 
BLOCKS: Tie-in sale 
opportunity! Pliable 
rubber, sands both flat 
and curved surfaces 
using pre-cut “PRO- 
DUCTION" Paper 
Sheets. 1%" and 2%” 
widths. 


5" “PRODUCTION” 
PAPER DISCS (not 
illustrated). Universal 
Center Hole, fits any 
arbor from &%" to 1". 5 
discs to a package. 


SELF-SERVICE 
SANDPAPER CAB- 
INET DEAL K-1: 
Holds five sleeves of 
“PRODUCTION” Pa- 
per; three sleeves of 
“WETORDRY" Tri-M- 
ite Paper, all full size 
sheets. Boosts turn- 


6” “PRODUCTION” 
PAPER DISCS: "No 
Hole" discs specially 
designed for use with 
sponge rubber sand- 
ing pad. Ideal for all 
general home sand- 
ing. 5 discs per pad, 
assorted grits. 


SPONGE RUBBER 
SANDING PAD 
KIT. For use on any 
¥” or larger electric 
drill. Flexible pad elim- 
inates gouging and 
marring. Each kit has 
6” pad and tube of 
3M adhesive. 


June 8, 


over as much as 25%. 


Get volume sales...extra profits...with this 
3M “SANDING CENTER” 


STOCK these 3M items and you can equip 
any customer for nearly all hand and machine 
sanding jobs. . 


DISPLAY «PRopUCcTION” Brand Paper 
and related items prominently. Each product 
comes ‘in a bright eye-catching merchandising 
carton for point-of-sale use. 


TELL 3M customers that “PRODUCTION” 
Paper cuts ten times better than ordinary 


**gm’*, *‘PROOUCTION’*, “*“WETORORY’* AND ‘/TRI-M-ITE’’ ARE REGISTERED TRADEMARKS 


sandpaper . . . stays sharper . . . lasts much 
longer .. . gives better finishes. 


ORDER 3m Brand Abrasive Products from 
your hardware wholesaler. Write for 
information and samples of the as- 

sortment of ‘‘How to” refinishing 
pamphlets available from 3M. 

Address: 3M Co., 900 Bush Ave., 

St. Paul 6, Minn., Dept. XS-69. 


F 3M CO., ST. PAUL 6, MINN. 


Miianesora [finine ann ]VJanuracturinc company 
» ++ WHERE RESEARCH IS THE KEY TO TOMORROW 
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Must Simplify Lumber Size System 
To Sell Consumers, Dealer Urges 


Lumber is losing sales with sizes that don't make sense, says 
Illinois retailer. He contends lumber can and should be manu- 
factured in exact sizes for joists, studs, rafters and sheathing. 


It’s time that the lumber industry 
stop fooling the customer, says a vet- 
eran dealer from Joliet, Ill. We must 
simplify our lumber size system. 

“Surveys show we have an average 
of six minutes to win or lose every 
sale,” said Paul Howard Leach, a 
lumber retailer, speaking at the May 
meeting of the National Retail Lum- 
ber Dealers Association. “There is no 
time these days for pointless, useless, 
confusing conversation to justify the 
traditional practices of our industry.” 

Leach explained that we got the 
decimal system into American money. 
“But, in the 1870's, when the metric 
system (decimals personified) in dis- 
tance, area, weight and volume was 
introduced, America like England 
ignored the innovation and continued 
grandfather’s way.” 

To the confusion of everyone, lum- 
ber is still manufactured and sold in 
measurements of inches and feet—but 
altered through seasoning and planing 


The Prize Package 
“Let us examine the prize 
package of lumber we deliver to 
our customers,” says retailer 
Paul Leach. 

“The length is in even feet. 
The buyers get an honest count 
on this and this alone. The face 
is scant and the thickness is 
scant. 

“The best known piece of lum- 
ber we sell is the 2x4. We make 
it neither 2” thick nor 4” wide. 
Nor is it twice as wide as it is 
thick. 

“Sure, the size is generally 
used and works out fairly well. 
But any utility the customer gets 
is an accident. The function has 
not only been overlooked, it has 
been ignored. The same can be 
said of every component that 
goes into the job furnished by 
our industry.” 


so that sizes today make no sense what- 
soever. 

“A consumer spends his money for 
aluminum, carpeting, gypsum board, 
etc., and gets a full count. The product 
measures out,” said Leach. “He comes 
to us and what do we give him? Our 
product is ‘scant’ in two dimensions 
out of three. We have to educate our 
customers that we're not really dis- 
honest—that lumber has always been 
made this way, that it’s plain to see 
nothing can ever be changed, and that 
it’s up to the customer to adapt all his 
ideas to our ideas and the sooner he 
learns our system (and few ever do), 
the happier we'll both be.” 

In the meantime, Leach said, you’ve 
got to get a word in to sell him the 
stuff. 

“T am now explaining these sizes to 
the sons and grandsons of those to 
whom I explained it years ago. It 
didn’t make sense then and it doesn’t 
make sense now. Those of us working 
at the final distribution of lumber are 
getting very tired,” the Illinois dealer 
complained. 

Solution. The way to solve this 
confusion on lumber sizes, Leach pro- 
posed, is to first realize that lumber is 
used for only a few purposes. It should 
be designed and manufactured for 
those purposes. 

Leach lists the purposes as follows: 
* Joists, to carry the load of what 
goes on the floor, or to carry the ceil- 
ing alone. 
¢ Studs, to make inside and outside 
walls and to carry loads above. 

* Rafters, to make a sloping roof 
and carry its load. 

* Sheathing, to enclose a whole build- 
ing and provide surfaces to walk on. 

“Have we ever figured out what 
sizes cut from our round logs best 
answer these needs, then have we ever 
gone ahead and manufactured these 
‘optimum’ sizes?,” asked Leach. “Not 
us. We're still selling lumber out of the 
back of a horse-drawn wagon,” said 
Leach. 

Sheathing. Leach takes the position 


that %4” is the proper thickness for 
sheathing, both functionally and in the 
buyer’s mind. If it is made and sold 
25/32, it still will be thought of and 
allowed for as 34” and the extra 4% 
avails the dealer nothing, he pointed 
out. 

“Width is something else again,” 
Leach continued. “I want to see the 
width of each board used for sheath- 
ing to have a face in exact inches, re- 
gardless of whether the planing is four 
sides, shiplap or center matched. 

“I want a hundred feet to cover a 
hundred feet, like every other product 
covers and like our customers expect. 
Why should the retailer explain that 
his customer has to add a different 
percentage to the actual area for every 
different pattern and nominal width?” 

Mill machinery will cut rough boards 
in functional sizes, Leach said. The 
yield per width will change a little, 
but there is a ready answer for that. 
The price would raise a little on a per 
thousand basis, but not on a job basis, 
he contends. 

“The vast majority of all sheathing 
and flooring is nailed on joists or studs 
or rafters 16” ow. The boards are 
made into lengths of 24” multiples, so 
the only ones that fit are the eights and 
the twelves and the sixteens. 

“Let’s change these _ traditional 
lengths. Let’s increase the five lengths 
of 8, 10, 12, 14 and 16 to seven 
lengths. They would measure 8’0”; 
9’4”. 108”; Bag | age 13’4”; 14’8” 
and 16’0”. 

“Here is a functional board for the 
carpenter, full inches in width for easy 
figuring and fewer courses, waste-free 


PAUL HOWARD LEACH, who wants a 
hundred feet of lumber to cover a hun- 
dred feet, like every other product and 
like customers expect. 
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at the ends when applied to members 
16” o.c. 

“Best of all, the change would make 
money for the mill. End trims now run 
1” to 23” in lengths. With functional 
lengths these figures become 1” to 
14”, an average of 8”. Twenty-seven 
percent less goes to the burner, which 
should go a long way to balance the 
loss in yield by cutting half an inch 
wider.” 

Dimension. That we have an un- 
solved size problem on dimension was 
highlighted recently when a West 
Coast producer made a full 2” special 
joist, surfaced on two edges only, 
Leach stated. 

Also, he reminded the dealers, pre- 
fabricators have shown that they take 
liberties with sizes of dimension for 
the sake of economy. They obtain the 
engineering approval, the financing is 
secured with no difficulties, the prefab 
is readily accepted, “while we retailers 
sit around the sidelines—conventional, 
traditional and outsold.” 

“The problem is an _ engineering 
problem,” he continued. “I propose 
that each size be engineered for each 
of the major uses and that the finished 
piece of lumber be made to that size. 

“It is probable that in any engineer- 
ing research some answers will be 
developed that two or more sizes, 
engineering-wise, will perform the 
particular function equally well. In 
that event, the one that costs the least 
to make or the one that has the least 
complicated measurement is the size 
to be chosen. 

“Certainly we should hope to eli- 
minate finished sizes in sixteenths or 
even eights of an inch. I do not recom- 


mend the metric system. I do propose 
radical simplication in measurements, 
always considering function, and with 
the solid conviction that this can be 
accomplished within the framework 
of familiar English measure. 

“The worst objection to such 
changes will derive from inertia. Some 
will say, ‘We're getting along all right 
now.’ But are we? Competition with 
other industries was never more in- 
tense. Whole markets have drifted 
away from us. Isn’t it time we lumber- 
men removed our self-imposed handi- 
cap of traditional sizes? 

“The changes in size proposed here 
are really minor. The gains at the 
selling and building end will far out- 
weigh the cost of changes at the mills.” 

Dealer Leach is president and gen- 
eral manager of Leach Brothers, Inc., 
a 69-year-old lumber retailing firm in 
Joliet. He was president of the Illinois 
Lumber and Material Dealers Associa- 
tion in 1953-54 and is currently a 
member of the Standards Committee 
of the National Retail Lumber Dealers 
Association. 


Confusion in Lumber Sizes 
Hit By Mill Executive 

While retailer Paul Howard Leach 
was advocating functional lumber sizes 
to the NRLDA last month, (see op- 
posite page), John Reno of the Pacific 
Lumber Co., Scotia, Calif., recom- 
mended lumber size changes to the 
National-American Wholesale Lumber 
Association annual meeting in Wash- 
ington. 

“IT have in my hand the standard 
rough and the standard surfaced thick- 


nesses and widths of lumber in ac- 
cordance with the American Lumber 
Standards, California Redwood As- 
sociation, Southern Cypress Manu- 
facturers Association, Southern Pine 
Association, West Coast Lumbermens 
Association and the Western Pine 
Association,” said Reno, who is utili- 
zation director for Pacific Lumber. 

“None of these agree with the oth- 
ers. The average lumberman does not 
know if he is on foot or horseback 
when it comes to lumber sizes—so 
think of the poor architect and others 
who might want to use lumber, if they 
can do so without too much risk of 
getting off on the deep end.” 

Reno did not take a stand on what 
the standard thicknesses and widths 
should be. “But I do contend we 
should set up standards to apply to all 
categories in all species and then 
everybody adhere to them,” he told 
lumber wholesalers. 


Eclipse Lumber’s Lineyards 
Sold to N. Y. Corporation 

Eclipse Lumber Co., Clinton, Iowa, 
has been purchased by H. B. Pearl, 
Inc., New York. Involved in the sale 
are 31 retail yards plus the Elko Dis- 
tributing Co., Iowa City, Iowa. 

A new corporation, Eclipse Lum- 
ber Co., Inc., has been organized to 
take over the assets of the company. 
H. B. Pearl is president; George Sa- 
sine, an associate of Pearl's, is vice- 
president. Also a vice-president of the 
new company is John Ward, former 
general manager and vice-president 
of Eclipse Lumber. The new corpora- 
tion was established May 1. 
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Staff of Five to Run Store with Butterfly Roof 


“Lumber Store With the Butterfly Roof” is the catchy 
descriptive line that president Mark Seibert is using to 
identify his new building materials store near Lancaster, 
Penna. in the minds of his customers. 

The new showroom (32’x64’), which is almost com- 
pleted, was designed by American Lumberman’s architec- 
tural consultant, James N. Lindenberger. It is post-and- 
beam framing with a 3” lumber roof deck exposed as a 


finished ceiling. 


The adjoining integrated lumber sales barn (52’x48’), 
two stories high except for a 16’ center aisle, has a 6’ over- 
hang for covered shelter for the ground-level storage bins 


ber Barn. 
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which service the drive-in shoppers. Adjustable racks, 
frames and bins will be used to display self-service build- 
ing materials in the white-washed Pennsylvania-style Lum- 


Five people will run the entire operation. Showroom, ad- 
joining lumber sales room, outdoor storage and parking 
area occupy just over 42 acre. Seibert, who is shooting for 
a $500,000 volume within three years is after both home- 
owner and contractor business. 

The new store is located in a new home area just west of 
Lancaster on U. S. 30. Teaser ads describing the “Lumber 
Store With the Butterfly Roof” will start running shortly. 
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TYPICAL DO-IT-YOURSELF project in Cincinnati area is this two-bedroom house being 
built under program sponsored by Rose Bros. Co. 


“Sweat Equity’ Housing Still Strong; 
Ohio Dealer Sells 100 Since 1954 


Programs for “sweat equity” hous- 
ing by lumber dealers, in which handy- 
men build their own homes from 
the ground up, is a steady business for 
Rose Brothers Co., retailer in the 
Cincinnati, Ohio, area. 

Rose Bros. have helped more than 
100 families in its build-it-yourself 
program. One recent example was 
given wide publicity in the Home sec- 
tion of the Cincinnati Enquirer. The 
story told about the project of Bill 
French, a machinist. French and his 
wife Dorothy did all the work them- 
selves except plumbing. They started 
last summer and expect to finish this 
summer. 

After the house is completed, Rose 
Bros. will arrange for a mortgage. 

The yard offers more than 200 
plans from which do-it-yourselfers 
choose. The materials are available as 
needed, without down payment. Rose 
Bros. carries a loan for a year or un- 
til the house is completed. 

In New York state, Stuart S. Caves, 
Jr., retailer in Honeoye Falls, told 
American Lumberman that after two 
years of inactivity in the sweat equity 
market, his firm is now getting back 
into this field. The Caves yard has 





OWNER-BUILDER inspects built-in range 
of his home. Dealer sells complete ma- 
terials package to sweat equity cus- 
tomers. 


hooked up with a prefab company 
which will supply a frame package 
plus interim financing for owner- 
builders. 

Meanwhile, Johnson-Campbell Lum- 
ber Co., Fort Worth, one of the 
leaders in sweat equity housing in Tex- 
as, has gone a step further and is now 
promoting a complete house package. 
The prices start at less than $8,000. 





MODEL HOME USES 21 ALUMINUM PRODUCTS—House at left above, near Wheaton, 








ics 


Md., uses new Bermuda roofing panels, pictured at right above. Panels are 96” 
long with 16” of exposed width, made by Kaiser Aluminum & Chemical Corp. 
Panels provide prototype of a roofing system said by Kaiser engineers to provide 
major installation economies. The panels remained weathertight when subjected to 
wind tunnel test in excess of 100 mph, the Kaiser engineers said. Other new and 
improved aluminum products in the Maryland model house include soffit material 


and vented end gable siding. 
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Teamsters Win Pay Hike 
From Ohio Lumberyards 

A 7-day strike of truck drivers, 
loaders and yard men at four Dayton, 
Ohio lumberyards ended last month 
with pay increases for members of 
the Teamsters Union involved. 

Under the new two-year contract, 
the teamsters will get an 8¢ hourly 
increase this year and 7¢ next year, 
plus a cost-of-living increase, which 
is expected to run 2¢-4¢ this year. 

With the 8¢ increase, the union 
members will get $2.13 an hour. 
About 80 union members were in- 
volved in the strike at Requarth Lum- 
ber Co., West Side Lumber Co., 
Kuntz Lumber Co. and Kuntz-John- 
son Co. All operate mills as well as 
retail establishments. 

Earl Requarth, president, Requarth 
Lumber Co., labeled the dispute a 
“wildcat strike.” He said legal coun- 
sel for both labor and management 
had agreed to extend the contract 
from May 1 to May 8 and make any 
settlement retroactive; however, the 
teamsters struck in the meantime. 

Requarth filed suit against Team- 
sters Local 957 seeking $250,000 
damage and an additional $5,000 
damage for each day of picketing. 
Following the strike settlement, Re- 
quarth said this suit will “probably 
be dropped.” 


National Plan Sold 

Meredith Publishing Co., Des 
Moines, publishers of Better Homes 
& Gardens magazine, has purchased 
National Plan Service, Inc. No 
changes in personnel are planned. 
Roy V. Winters will continue as chief 
executive officer. 

Founded in 1912, National Plan 
Service produces home plan books 
and specialized promotional services 
for retail lumber and building material 
dealers. 


Michigan Millwork Firm 

Millwork Manufacturing Co., has 
been organized to produce windows 
and doors, including aluminum com- 
bination windows, in Burr Oak, Mich. 
Sales will be handled through Direct 
Lumber, Inc., of Burr Oak, serving 
Michigan, Indiana and Ohio. 


Firms Expand 

¢ Nichols Wire & Aluminum Co., 
Davenport, Iowa, announces it will 
open a new warehouse at San Lean- 
dro, Calif., June 20 as part of an 
expansion program aimed at improved 
service. In addition to Calif., the new 
warehouse will serve Wash., Ore., 
Mont., Ida., Nev., Utah and Ariz. 

* Filon Plastics Corp., El Segundo, 
Calif., announces the opening of a 
sales office in Indianapolis. 

¢ Sherman Products, Inc., Royal 
Oak, Mich., reports it has established 
branch facilities in East Hartford, 
Conn., to serve the New England 
sales area. 
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FROM 


bey RNALIZING 
REPORT WRITING 


AT LAST! FIGURE FACTS ON 


FREE! Phone your nearest Burroughs office now and ask 
for your copy of the booklet above: From Journalizing 
To Report Writing. Or write Burroughs Corporation, 
Burroughs Division, Detroit 32, Michigan. 


Take your cue from cost-conscious lumber and building 
supply dealers using the Burroughs accounting plan 
described in the above mentioned booklet. 


Heart of the plan is the Burroughs Sensimatic Account- 
ing Machine—world famous for its simple operation, 


YOUR BUSINESS... DAILY! 


high degree of automation and ability to wrap up any 
number of jobs. Fitted to your present needs yet easily 
expandable, the plan is a continuing source of the up-to- 
the-instant figure facts you must have to make respon- 
sible, profit-turning decisions. 


Think of it! Here’s the way to combine posting and 
journalizing in one operation. The way to race through 
the details on sales distribution, cash receipts, purchases, 
cash disbursements and payroll on one machine! 


And while you’re thinking of it, be sure to phone or send 


for your free copy of that booklet! 
Burroughs and Sensimatic—T M's 


Burroughs Corporation 
“NEW DIMENSIONS 
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/ in electronics and data processing systems” 
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WELLS 
THRESHOLDS 


a demand product 
wherever building goes on! 


Universally accepted by the new build- 
ing as well as the remodeling industries, 
aluminum thresholds now offer an im- 
portant new profit opportunity to the 
building supply dealer. Easily inven- 
toried, they offer a big volume potential 
with comfortable profit margins. And 
you'll discover, too, a healthy market 
in the do-it-yourself handymen. 


A COMPLETE LINE FEATURING 
WELLS VINYL INSERT MODEL 


Tough, heavy 

vinyl! weather- 

seal insert that 

never flattens, won't 
trap dirt or water, 


As one of the nation’s leading produc- 
ers of quality aluminum thresholds, 
Wells offers a broad line that’s complete 
enough to fill all building requirements, 
yet compact enough to eliminate inven- 
tory problems. The Wells line is so 
practical because it was developed in 
close cooperation with leading builders 
and architects. Each threshold comes 
individually packaged with mounting 
hardware and how-to-install booklet. 
They are available in standard lengths 
and in lineals for custom installations. 


Mail Coupon for Full Details! 


VV 


WELLS ALUMINUM CORPORATION 
North Liberty, Indiana 
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. Wells Aluminum Corporation 
North Liberty, Ind. 


Please send descriptive aluminum thresh- 
old brochure. 

°® Name 

© 

4 Address 

= City State 
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Paneling Room Licks Diaesy Problem 


“Like the sack dress, todays’ fash- 
ion in wood paneling can become ob- 
solete in a short time,” believes Andy 
Cole, manager, Stahiman Lumber Co., 
Houston, Tex. “It’s mighty hard to 
keep up with the new look in panel- 
ing, but we think we've licked the 
problem with our paneling room.” 

The three-sided room display is 
11’x12’ with an acoustical tile ceil- 
ing and wood parquet floor. The 
room is partially furnished and 
well-lighted for an ideal home-like 
atmosphere. 

In addition to allowing a person to 
visualize three different styles of wall 
paneling in his home—impossible with 
rack displays—the room is designed 
so that new sample walls can be in- 
stalled within an hour. The paneled 


walls are changed fairly frequently. 

“Also, by including 13 varieties of 
paneling on the walls of our newly- 
remodeled store and office, we can 
show a customer just about anything 
he would want,” declared Cole. 





Practical Insurance Guide Available 


A 32-page man- 
ual on insurance 
for the retail lum- 
ber and building 
products dealer 
has been prepared 
by Leonard W. 
Larson, manager 
of the Lumber In- 
surance _ depart- 
ment of Lumber- 

mens Mutual Casualty Co. 

It is probably the only insurance 
guide prepared exclusively for this in- 
dustry, Larson said. The booklet is 
now a part of Art Hood’s Manage- 
ment Workshops for retail lumber 
dealers. 

Some of the topics in the booklet 
are: 

* How 
amount 


to determine the correct 
of fire insurance on your 


yard, equipment and buildings. 

* What to do in case of a serious loss. 
* How much automotive liability in- 
surance you should carry. 

* What to do about your insurance 
policies that have expired. 

* Whether your compensation insur- 
ance will cover an employe hired in 
another state. 

* How to determine whether your in- 
surance agent is giving you the service 
which you require and to which you 
are entitled. 

The booklet includes a checklist for 
each coverage which should be re- 
viewed annually. 

For a free copy of “A Guide to 
Adequate Insurance Protection for 
the Modern Retail Lumber and Build- 
ing Products Merchant” write L. W. 
Larson, Lumbermens Mutual Casualty 
Co., 4750 N. Sheridan Rd., Chicago 
40, Ill. 
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1-242" SPLIT RING 


~v2"x7¥2" BOLT 


~ |X4" SCAB (OR EQUIVALENT) 
FASTEN WITH 5-6¢ NAILS 


¢ 2-242" SPLIT RINGS 
1-172" 6" BOLT 


TWO NEW TRUSSED RAFTER DESIGNS for use in component construction are an- 
nounced by Timber Engineering Co. Accommodating spans of 24’8” (drawing above) 


and 28’8”, the new Teco designs are for a spacing of 24” 


on centers and a roof 


slope of 4/12. Two and one-half inch Teco Wedge-Fit split rings are used throughout 
to simplify fabrication and assembly. An investment of less than $200 is needed to set 
up fabricating facilities. The two new truss designs plus fabricating details may be 


obtained by writing Timber Engineering Co., Dept. AL, 1319 18th St., 


ington 6, D. C. 


June 8, 


N. W., Wash- 
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DEKKER-BRISH MILLWORK COMPANY, DOLTON, ILLINOIS 


Cuts storm door costs 25% with 
Wells Lineal Fabrication Program 
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Chuck Brish, Howard Dekker 


One of the midwest’s leading millwork supply houses, because they eliminate most of the mark-up for mate- 
Dekker-Brish serves about 550 building supply dealers. rial, labor and overhead normally charged by the manu- 
Until encountering the Wells lineal fabrication program, facturer. In addition, they are producing a superior 
this fast-growing distributor had concentrated storm product that is finding even greater dealer and consumer 
sash and door activity exclusively on wood. Today, acceptance, “Distributor fabrication,”’ states Mr. Brish, 
using Wells extruded aluminum lineals, and manufac- “is the only realistic basis on which a millwork jobber 
turing their own product, Dekker-Brish have added a can become competitive in the aluminum storm door 
profitable aluminum storm door line, They are realizing and window field.” Their case is typical of more and 
a 25% savings over buying finished units for resale more distributors who are discovering the advantages 
of lineal fabrication with the Wells system. 


Inexpensive Tooling, Trained Factory Assistance 


You'll be amazed at how economically you can get started 
with the Wells program. Wells will supply the necessary 
tooling, and send an experienced field sales engineer to put 
your fabricating operation in motion. In addition, Wells 
gives you strong promotional and merchandising support in 
your own local trading area. If you are currently handling 
storm sash and doors, or plan to do so, you'll find it will pay 
handsomely to look into the Wells program. If you can’t 
fabricate but are interested in a dealership, check the coupon 
below and see how a local Wells fabricator can help you. 


A section of Dekker-Brish Fabricating Department 
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Wells Aluminum Corp., 600 Henry St., 

North Liberty, Indiana 

Gentiemen: Of course I'm interested in savings such 

as these. Please rush full details on fabricating 
dealership. 


MAIL TODAY 

FOR COMPLETE 
DETAILS! Name 

Address 


City State 
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WELLS ALUMINUM CORPORATION, North Liberty, Indiana 
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BEST WAY TO°STEP UP” SALES 


UWis¢§ Quality Hardware 


700 SERIES 


M-D MAIL BOXES 


Anodized Aluminum mail boxes in 

3 distinctive styles. Choice of 6 SERIES 

gorgeous color combinations. Never 

rust, tarnish or need polishing. 

FREE engraved name plate avail- 

able with every box. 
SOOSHSSSOSSSHSHSHSOSHOHSSHSSHSHOSHESEHSESEEEES 


= = 


On %" doors, hanger RV-1 
with deep offset is used on 
front ponel. 


On 1%” doors, hanger RV-1 
with the deep offset goes on 
back panel. 


{ N 
M-D OT-400 REVERSIBLE 
SLIDING DOOR HARDWARE 


Saves time! Cuts installation costs! OT-400 hangers are 
used on either %” or 1%” doors just by reversing 
their positions. Sturdy extruded aluminum track with 
built-in no-jump feature. Cadmium steel hangers with 
silent nylon wheels. Tubular packaged sets for 3, 4, 
5, 6, and 8 Ft. lengths. 


BUILDERS 


MACKLANBURG-DUNCAN CO 





M-D Aluma-Slide 
SLIDING DOOR TRACK 


With new improved lower 
track, panels slide along on 
smooth ridges—not one fiat 
surface. For any size cabi- 
net. Any panel material. 
Comes in decorative Ala- 
crome, Anodized Albras, 
Anodized Albright or Ano- 
dized Satin. Compeltely 
packaged sets. Holes drill- 
ed—screws furnished. 


Sets available for 4", %u", %”, 2” or %” sliding 
panels of glass, plywood, masonite, etc. 








M-D 
FOLDING DOOR 
HARDWARE 


WAY 
AAMAS 


\ 























LT TMT 


OPERATES 
SMOOTHLY 


Silent nylon bearing gliding 
in top quality extruded 
aluminum track assures effort- 
less, trouble-free operation. 


Here's hardware that can't be matched for ease-of- 
operation, ease-of-installation! M-D Folding Door Hard- 
ware can be used on any interior door, on any thick- 
ness, for every opening! Gives full access to closets, 
yet seves valuable wall and floor space. 


DEALERS ¢°°2:0°" 





16. STEP OUT” WITH THE 


fore 


and Building Products 


M-D CLOSET RODS 


with Nylon Hanger-Glides 
for wall-to-wall mounting—Style No. EXC 


Handy M-D Nylon Hanger-Glides slide along the 
sturdy, extruded aluminum rod silently and smoothly— 
with just the flick of a finger. It means no more tug- 
ging and pulling for clothes. Neater closets. Come in 
4 different, beautiful, anedized finishes. Each package 
contains closet rod, hanger-glides, end brackets, screws 
and instructions. 





M-D CLOSET RODS 


with Nylon Hanger-Glides 

Shelf-Mounted. Style No. CRM 
Sturdy extruded aluminum is easily mounted under 
shelf, Comes in 4 attractive, anodized finishes. Smooth 
sliding Nylon Hanger-Glides are easily slipped into 
the mounted rod. May also be attached to ceiling for 
use with shower curtain, or to top of window or cornice 
for use as a drapery rod. Completely packaged sets in 
9 lengths from 36” to 96”. 


eeeeoeeee eeee @e20e909 
nF M-D 
ALUMINUM LEVELS 


Both pro and amoteur are attracted to this 
gleaming, sturdy, extruded aluminum level. It's 

a high quality, precision tool at a sensible price. Tough, 
non-breakable Pyrex vials are replaceable. Glossy 

red interior with silvery satin top and edges enhance its 
appearance, 10 sizes from 18” to 96”. 
Individually packed in Poly tubing. 


manee ‘N 


FAA EMME FIT TEAS 
; 


cy 


M-D MOULDING AND TRIM 
All shapes available in Anodized finish 


Wide variety of shapes and sizes for all thicknesses of 
material. Available in permanent, high quality anodized 
aluminum finish—also furnished in polished cluminum, 
brass or stainless steel. Whether anodized or polished, 
the finish is unsurpassed in quality. Through constant 
checking and control, M-D produces a satiny anodized 
finish that is both beautiful and permanent. 


Standard weight for use Extra heavy built 
between floor joists for heavy duty 


M-D FOUNDATION & CORNICE VE 


Here's variety to meet your . 
customers’ needs. Die-cast 

aluminum vents for crawl 

spoces or cornices... in 2 

styles for brick or concrete 

block construction. M-D 

Louvered Cornice Vents ore 

made of heavy-gauge 

stamped aluminum with re- 

inforcing ribs for extra 

rigidity. Also available in (fam 

Anodized Albras finish. Two jf 

sizes—4"x16" and 8"x16". 

Easy and ready to install. 

Dozens of uses for ventila- 

tion in new homes or for No. 816 Louvered Cornice Vent 
remodelling. 


MACKLANBURG-DUNCAN CO. 


Manufacturers of Quality Building Products * Box 1197 * Oklahoma City 1, Okla. 
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Distributors told .. . 


Wall Components Belong to Dealers 


Jobbers urged to concentrate their efforts on handling smaller 
components—structural windows, pre-hung doors, cabinets and 


other specialties. 


The idea that jobbers should make 
components for dealers was laid to 
rest last month at Denver during the 
spring convention of the National 
Building Material ‘Distributors Associ- 
ation. 

Both retailers and wholesalers on 
a convention panel agreed that the 
fabrication of large wall panels and 
trusses should be a dealer function, 
regardless of his size. 

Morris Tarte, Columbia Valley 
Lumber Co., Bellingham, Wash., de- 
clared lumber dealers could make 
more money by cashing in on the 
strong trend to components. 

“We hear a lot of talk about how 
only larger dealers can come out on 
components,” Tarte said. “I just don’t 
believe that is so. I'd suggest that all 
smaller dealers take another look 
at the small investment required and 
the fine engineering they get if they 
use Lu-Re-Co. Making components is 
ideal fill-in work during slack pe- 
riods.” 

Tarte reported his firm was doing 
well with Lu-Re-Co and had “gone 
all the way,” to put it over. He advised 
wholesalers to become experts in of- 
fering retailers the latest in smaller 
components. He cited Andersen’s 
structural window as an example. 

Columbia Valley Lumber Co., 
Tarte said, is concentrating on five 


basic house designs for Lu-Re-Co 
components. 
“It’s just simple package selling 


with plenty of dealer sales control 
for maximum profit. We’ve begun to 
take price out of picture.” 

Success with Lu-Re-Co. Another 
panel member, Claude Briggs, Mon- 
arch Lumber Co., Great Falls, Mont., 
said his firm had merchandised Lu- 
Re-Co components since 1955 with 
success and growing profit. He agreed 
that wall and truss components could 
be sold most economically in the lo- 
cal lumberyard. 

“Wholesalers should stay out of big 
components,” Briggs said. 

“We first carefully checked out 
components in our shop to determine 
cost savings,” Briggs revealed. “We 
then prepared a catalog of Lu-Re-Co 
homes showing the shop cost, the ma- 
terial cost and installed labor cost. 
Simple addition then gives the pack- 
age price. We frequently give an es- 
timate for a complete home, includ- 


ing plumbing and electrical in 30 
minutes.” 
Builder John Bonforte, Colorado 


Springs, Colo., stated that contractors 
building 1-50 homes must have more 
components to stay competitive with 


42 


prefabers and tract builders. He sug- 
gesed both dealers and wholesalers 
should begin working with smaller 
builders to get them a better deal on 
financing, general legislation and pre- 
approved in Washington stock house 
plans. 

“As matters now stand,” he said, 
“everyone from manufacturer to leg- 
islator jumps when the prefaber or 
project builder speaks. They build 
less homes each year than we do, 
but we’re less vocal, not organized 
properly. We believe you should work 
with us.” 

Harold Mattlin, sales promotion 
manager, Andersen Corp., outlined his 
firm’s strong belief in the future of 
components. He cited Strutwall as 
their first product along component 
lines. Remarks by Paul Shoemaker, 


Masonite’s vice-president for sales, 
are reported below. 
Attendance set a mew record. 


Buoyed up by improved business, the 
jobbers at shirt-sleeve sessions did not 
ignore sore spots on the distribution 
horizon. A pointed breakfast session 
was attended by board manufacturers. 





A.L. Plans First 
Dealer-Wholesaler 
Merchandising Plan 


Tests will begin this fall on a 
brand-new merchandising program 
for distributors and dealer custom- 
ers. Gordon J. Lawler, editor, 
American Lumberman, announced 
the program at the spring conven- 
tion of the National Building Ma- 
terial Distributors Association in 
Denver last month. 

As now planned, distributors will 
be placed in a position to service 
retailers with a practical merchan- 
dising package four times each 
year. The purpose is to stimulate 
new home building, big-ticket re- 
modeling and store sales on a wide 
range of products stocked by re- 
tailers and the sponsoring whole- 
saler. 

Guided by similar programs in 
drugs, food and hardware, the plan 
calls for direct mail, store display 
materials and sales training for 
both the retailer and wholesaler 
salesmen on the products featured 
in each of the quarterly promo- 
tions. 

Key to the plan is something 
new in a consumer magazine, 
which will have top-quality edi- 
torial plus an advertising section 
on both standard building products 
and small unit sale “specials” to 
boost store traffic. The cost will be 
shared by dealers, wholesalers and 
manufacturers on a _ cooperative 
basis. 





Plastic Components Will Replace Lumber 


Masonite will offer Koppers exterior and interior panels as sub- 
stitute for conventional framing; plastic components will become 
jobber-warehoused product sold through lumber dealer outlets. 


Expressing a strong belief that this 
“component trend is an economical 
must,’ Paul Shoemaker, vice-president 
for sales, Masonite Corp., told dis- 
tributors in Denver last month that 
his firm will market Koppers Dylite 
wall panels. 

Addressing members of the Na- 
tional Building Material Distributors 
Association, Shoemaker said it would 
be some time before the product is 
ready for the market. He said Mason- 
ite must work out details with Kop- 
pers, FHA and others in the next sev- 
eral months. Builder inertia was also 
mentioned. 

Distribution will be through regu- 
lar Masonite jobbers and dealers. 

Both exterior and interior wall 
panels for homes will be made avail- 
able. Exterior panels will have these 
features: 

* Load bearing 

* Prefinished siding 

¢ Insulation 

¢ Vapor barrier 

* Prefinished interior surface 

* Wiring and heating 


Interior wall partitions will also be 
prefinished and thinner, creating extra 
floor space. They will incorporate 
Masonite’s Duowall system of metal 
splines to hold shelves, etc. 

Masonite is not a newcomer to 
house components. In the NAHB 
Maryland Research House of 1956, 
they installed Duowall 2” component 
partitions 4’x8’ and 2’x8’ with metal 
splines for interior partitions only. In 
1958, Masonite sponsored the NAHB 
Research Home at Knoxville devel- 
oping both interior and _ exterior 


modular wall components. 





Masonite’s Shoemaker . . . a step 


into plastics. 
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therproofting products your 
now is the time for you to cas 
d. Your customers will like the 
. They'll see at a glance how ea 
hey'll really go for the lower pri, 


ROBERFR 


WEATHERSTRIPPING DOOR BOTTOM 


Viade « y y 3 permanently bonded to Ul alrelet-m-leicelsar-)elom-)o]alalcm-[endlelam-lile), sm las) e)i mot 

eye] aod eT AMmY Telele Manley {6} iayoamee) ce) o-mre |) ammo i e-1a cir ale, ance for carpets and door mats. Nylon stoproller 
water, quiets door slam. Non-absorbing foam can nsures positive closing and tighter seal. Installs 
e painted, resists cher ils, weather and wear i fast, always fits snugly. Made of durable silver satir 
Self-selling carton, 15 complete kits — suggested anodized aluminum. Self-selling carton, 10 com 
list, $1.95 per kit. } plete kits — suggested list, $2.95 per kit. 


L 


? aay 


FREE DEMONSTRATOR 
Sells without words! - 


ij 
Stalitn 


MPpiy 
6 


Contact your wholesaler today! 
or write Dept. AL 69. 


THE ROBERTS co. 


600 North Baldwin Park Bivd., City of Industry, Calif. 
Quality Products for Home and Industry for over 20 years. 
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Name Five-Man NRLDA Committee 
To Find New Revenue Sources 


A five-man committee to investi- 
gate additional sources of revenue for 
the National Retail Lumber Dealers 
Association was announced by presi- 
dent H. W. Blackstock at the meet- 
ing of the NRLDA board of directors 
in Washington, D. C. last month. 

Members of the special committee 
are William L. Johnson, Boise, Idaho; 
Craige Ruffin, Richmond, Va.; Leslie 
Everett, Colorado Springs, Colo.; 
C. W. Nortz, Salt Lake City; Gene 
Ebersole, Austin, Tex. 

This committee will report to the 
NRLDA board prior to the NRLDA 
convention in Cleveland in November. 

A tentative budget of $276,000 for 
1960 was announced at the meeting. 
Income for 1958, exclusive of the 
NRLDA convention, was approxi- 
mately $188,000. 

Announcement of a pension plan 
for H. R. (Cotton) Northup, executive 
vice-president of NRLDA and _ his 
staff and a trust fund to assure its 
operation, was made at the meeting. 

John H. Else, national legislative 
counsel, commented on the many pro- 
grams in opposition to the proposed 
minimum wage proposal of $1.25 for 
retail establishments in which the in- 





JUMBO LOAD—BUT NOT STRAPPED. 
Southview Lumber Co., St. Paul, Minn., 
received the above experimental boxcar 
containing 53,000 bd. ft. of 2x4s. But 
there wasn't a single strapped bundle 
in the car and it took 1% days to unload 
by hand. If the lumber had been unit 
packaged, it could have been mechanic- 
ally unloaded in a few hours. Despite 
this, dealer Jess Staggs plans to order 


dustry has participated. more of the jumbo loads. 








Sell Pickering Lumber for Built-ins 


Profit more with your own 
millwork stock. Get started for 
as little as $5,000. Sell finest 
quality Crestline at greater 
markups for less than your 
competitors. Write for 

details today. 


bo CRESTLINE 


SUGAR PINE 
PONDEROSA PINE 
WHITE FIR 
INCENSE CEDAR 


REMOVABLE DOUBLE-HUNG 


WINDOW UNITS For built-ins, interior paneling, framing or exterior siding— 


Pickering “Gold Medal” Pine is unsurpassed. 

It’s soft, smooth, well-manufactured, nice to work with, nice 
to look at. Why not go after more built-in business, more 
paneling jobs, more house jobs with Pickering quality. 


REMOVABLE SLIDEBY 
WINDOW UNITS 


STACKING AWNING 
WINDOW UNITS 
Let us demonstrate Pickering service on your 


next requirement. Drop us a line. 


LUMBER CORPORATION 


Standard, California (Near Sonora, Calif.) 
MILLS: Pickering Lbr. Corp. Standard, Calif. 
West Side Lbr. Co. Div. Tuolumne, Calif. 
Telephones: Sonora Je 2-7141 TWX: Sonora 116-U 
Tuolumne WA 8-4213 


CASEMENT WINDOW UNITS 





PANEL AND SASH, SOLID |_| 
CORE, BI-FOLD, LOUVER 
AND ALUMINUM DOORS xd 


— Write 
CRESTLINE! THE CRESTLINE COMPANY 
en WAUSAU, WIS., DEPT. A 


ie (formerly The Silcrest Company) 
® 
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Industry Misses Point in Homes Sales 


Our industry is missing a large 
point in talking about the cost of 
homes. Because of the emphasis on 
the luxury features of housing, we are 
missing the nation’s largest segment 
of potential home buyers. We should 
put more emphasis on shelter hous- 
ing, lots of square feet, plenty of 
room to grow, but less on luxuries. 

We should define shelter dollars 
and distinguish these from luxury 
housing dollars. Shelter dollars buy 
the four walls, roof, floor and ceiling, 
basic cabinets, plumbing, heating and 
electrical requirements. All the other 
items, those which make for easier 
living, more convenience, more lux- 
ury, should rightly be called luxury 
housing dollars. Shelter is best de- 
fined by FHA’s MPRs. 

Many people who could afford new 
homes will not even entertain the idea 
because no appeal has been made to 
them at their own income level. Ten 
dollars to $12 per square foot seems 
to be the price most talked about in 
housing. Why cannot we get some 
publicity on the $7.50 per square foot 
house, the house that shelter dollars 
will buy? Why cannot we get some 
national thinking on the most shelter 
house for the least money, with good 
style and design, not cracker boxes? 

We are overselling the mass mar- 
ket and have made shelter housing 
unpopular. We should remove all 
items of luxury from our basic shelter 
housing and thereby appeal to this 
mass market. 

Ask any builder to describe his 
least expensive house, and what are 
the specifications? Hardwood through- 
out, tile baths, plastic laminate coun- 
ters, tile in lavatories, fireplaces, etc. 
In every case these are luxury items 
which cost “just a little bit more”. 
Inflation has not boosted the cost of 
housing; we in the housing industry 
have done so by constantly upgrading 
housing, by mortgaging discretionary 
income dollars, by trying to squeeze 
the luxury items of housing into the 
home buyer’s income. All this is un- 
healthy and robs us of profits. 


Request From Alaska 


To American Lumberman: 

Please send us seven copies of Art 
Hood’s editorial series “99 Ways to 
Sell at a Profit Against Cut-Price 
Competition” for distribution to our 
retail yards. 

I have seen several references to 
the Management Workshop series in 
your magazine. As a new subscriber, 
I am interested in obtaining single 
reprints of as many of the previously 
printed articles as possible-—Fred 
Beck, sales manager, Columbia Lum- 
ber Company of Alaska, Juneau. 
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The automobile people are years 
ahead of us in merchandising. They 
use the basic car price and add on 
for extras. Autos are designed to take 
all the extras anyone chooses to buy, 
but they are still available in the 
stripped down models for those who 
want them. Why not likewise in 
housing? 

The extras carry a 40% profit for 
the dealer in autos. We could continue 
selling that same house for years to 
come with home improvements, those 


extras which many times bring us a 
40% profit. 

We should tell buyers they don’t 
need the whole ball of wax when they 
move into a new house, that they 
should enjoy what they have and plan 
further improvements. 

This type of selling will bring more 
profitable volume and more profit- 
able future markets because we have 
given our buyer direction and have 
corralled his discretionary income 
purchases by making provision for 
him to spend them in our market.— 
George Osborne, owner, Northwest 
Lumber & Millwork Co., Chehalis, 
Wash. 





deft 
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FINISH 


r The complete interior 
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ORDER Deft 
SPRAY CANS, 
TODAY! 


Deft Aerosol Spray Cans now available through your distributor 
Also 55 and 5 Gallon drums, Gallons, Quarts, Pints, Half-pints 


DESMOND BROS. 


Factories: Alliance, Ohio 


¢ Los Angele 
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“Sales of Aluminum 


Doors Doubled 
in Less Than a Year” 


NEW MERCHANDISING CENTER FEATURING 
ALCOA ALUMINUM PAYS OFF FOR RETAILER 


In just eight months, Ridge Lumber Company, leading 
Rochester, N. Y., building supply store, produced excel- 
lent results with a merchandising center showing prod- 
ucts of Alcoa® Aluminum. Sales of aluminum doors 
doubled. Sales of aluminum windows went from almost 
nil to over 50 units. Inquiries about aluminum building 
products increased fivefold. Thus, the trend to aluminum 
building products pays off for another dealer. 

The special display, concentrating products of Alcoa 
Aluminum in one location, takes up little space. “‘Actu- 
ally, it saved us room,” says Mr. Allen Kubitz, assistant 
hardware manager. ‘‘We used to have aluminum items 


NEW PRODUCT PROMOTER—“when we recently 
added Alcoa Gutters and Downspouts to our line, the samples 
fitted right into the display and immediately received maxi- 
mum customer attention,” says Mr. Kubitz. 


separated and situated on the floor. They occupied a 
lot of space and customers had to stoop to examine 
them. Now they can see for themselves just how little 
effort it takes to raise or lower aluminum windows, how 
easily doors open and close, and other selling features 
that were formerly hidden. About six out of every ten 
customers who enter the store pause to examine the 
display. It’s particularly appealing to do-it-yourself cus- 
tomers, but contractors and builders are interested, too.” 

You, too, can gain increased attention and added 
sales for the aluminum products you sell by grouping 
these customer-accepted items in one spot in your store, 
and tailoring a special display to your store and the 
products made of Alcoa Aluminum which you sell. If 
you want names of manufacturers of combination doors 
and windows and screening, send in the coupon for 
information. 


SALES BUILDER—Mmany occasional customers at Ridge 
who come into the store just for paint, lumber or other items 
have been attracted by the display of products of Alcoa 
Aluminum and have become regular customers for windows, 
doors, jalousies and other quality aluminum building products. 
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PUT THIS EXTRA SALESMAN TO WORK FOR YOU 


In a special display, you can accommodate all of the 
fast-moving, profitable items of Alcoa Aluminum 
such as storm doors and windows, prime windows, 
foil-surface insulation, screening, hardware, nails, 
fasteners, siding, gutters and downspouts and other 
quality building materials. It’s a sure way to cash 
in on the trend to aluminum for Care-free living. 
Other dealers are doing it—start planning a full 
display center now! 


ARE YOU STOCKING ALL THE ALUMINUM BUILDING PRODUCTS 
YOUR CUSTOMERS WANT? 


FOR INFORMATION ON ADDING 


_ TO YOUR LINE, FILL OUT 
ALUMINUM = COUPON AND MAIL 


ucrs 


WE CHOSE 


For Exciting Drama Watch “Alcoa 
Theatre,’ Alternate Mondays 
NBC-TV, and “Alcoa Presents,” 
Every Tuesday, ABC-TV 


t for A 


ain cab cl 


t 
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ALUMINUM COMPANY OF AMERICA 
1884-F Alcoa Building 
Pittsburgh 19, Pa. 


Please send me information about combination doors and windows and 
screening of Alcoa Aluminum, including names of manufacturers. 


1 also want information on: 


Company Name 


Address 
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‘NoYO WRAP’ 


All dressed up and ready 

to sell... Noyo Wrap really moves 

redwood! That’s because it does more than protect 
from dirt, moisture, scuffing. Union’s “at the mill” 
packaging has eye appeal, too! 

Sparkling red & yellow Noyo Wrap tells your 
customers to expect quality inside. Not just red- 
wood... but premium redwood from Union Lumber 
Company — carefully graded, protected in 

transit, and always certified kiln dried. 


Noyo Wrap simplifies handling. Easy to identify 
and store because it’s end-labeled to show grade, 
pattern, size, & number of pieces. Easy to remove 
“singles”, and re-close to protect remaining lumber. 


Next time you order redwood, specify Noyo Wrap. 


TREE FARMERS AND 
MANUFACTURERS 


SAN FRANCISCO 
LOS ANGELES 
PARK RIDGE, ILL. 
NEW YORK 


SALES REPRESENTATIVES THROUGHOUT THE NATION 
Member California Redwood Association 
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INSTALL-IT-YOURSELF AND SAVE $$$ 


CHAIN LINK FENCING 


FREE! Week’s Use of 
¢WIRE STRETCHER 


@POST HOLE 
DIGGER 


36” WIRE, GALVANIZED 


AFTER WEAVING 
COMPLETE FENCE MATERIALS 





Cc Per Lin. Ft. 
{1 Gauge 
Terminal Posts and 


36" High, 2” a 11 Gauge with in Post, 91° 42" ae 11 Gauge Wire. 36° 


Top Rail and Fittings. Per Lin. Ft. 
42" High 9 Gauge Wire. c 
Per Lin. Ft. 50 


42" High, 2" Mesh 11 Gauge with Line Post, ¢ 
Top Rail and Fittings." Per Lin. Ft, G6 
48" High 9 Gauge Wire. Cc 
Per Lin, Ft.......-0008 57 


42" High, 2" Mesh 9 Gauge with Line Post, $9 10 

Top Rail and Fittings. Per Lin. Ft. | 

48" High, 2" Mesh 9 Gauge with Line Post, $9 19 36x42" Scroll Top Gate. $ 95 
Top Rail Fittings. Per Lin. Ft t Ea. 13 

















Fencing for Backyards a ‘Hot’ 
Item at Chicago Store 


The newspaper advertisement shown above brought over 
12 orders within 14 days for Joseph Lumber Co., Chicago. 
“It was our first time to sell chain link fencing and we 
racked up sizeable sales right away,” says Joseph Destefano, 
manager, retail stores div. 

“We thought installation of chain link might be too dif- 
ficult a task for do-it-yourselfers, but our urban customers 
are taking to it as easily as a duck takes to water,” says 
Destefano. “If they do hit a snag, we can always furnish 
installation aid,” he adds. 

Chain link fencing is sold on an install-it-yourself basis 
by Joseph Lumber. The fence materials include the top 
rail, line post and necessary fittings; terminal posts and 
gates are purchased separately. As a bonus, the firm of- 
fers a week’s free use of a wire stretcher and posthole 
digger. 

“We are well pleased with the way chain link fencing is 
winning customers for us,” says Destefano. “We gross 
about $100 per sale, providing us with a good markup on 
cost,” he says. The firm is maintaining a dollar investment 
of about $6,500 in chain link fencing. 

Customer C. Melvin Castell (below, with daughter Ann 
Elizabeth) told Destefano (left) he bought fencing for 
“family privacy, to provide a safe place where the children 
might play and to protect his lawn by keeping other peo- 
ple’s dogs off.” 


CHAIN LINK fence 
display showing 
every assembly 
step a do-it-your- 
selfer needs to 
know is set up in 
Joseph _Lumber's 
drive-in yard. 
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MARLITE 
RANDOM 





Now Marlite offers true random plank 
.. . 16” wide and 4" thick for easy 
handling . . . edges tongued and 
grooved for easy installation even by 
inexperienced do-it-yourself customers. 
The beautiful new Trendwood finishes 
(Danish birch, English oak, Swedish 
cherry, Italian cherry, American wal- 
nut, Swiss walnut) were developed 
especially for Marlite by American 
Color Trends to complement any 
room, any decor. New Marlite Random 
Planks offer you bigger building and 


fully-finished random-grooved paneling 


in six exclusive, new Trendwood finishes 


remodeling profit opportunities. It’s the 
modern new paneling for any room, 
old or new, in homes or businesses. The 
4," thick Random Planks go up quickly 
over furring or existing walls. And 
Marlite’s soilproof melamine plastic 
finish paneling needs no further paint- 
ing or protection . . . resists stains and 
mars for years! Get complete details on 
new Marlite Random Plank from your 
wholesaler, or write Marlite Division 
of Masonite Corporation, Dept. 641, 
Dover, Ohio. 


& ® 
Marlite plastic-finished paneling 


MARLITE IS ANOTHER QUALITY PRODUCT OF MASONITE® RESEARCH 
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100% nylon rope 
polyethylene rope 
tiller cable 


All you need to sell the boating 
folks in your area... and all on a 
free rack that’s only 24 inches high 
and taking less than one square foot 
of counter or floor space. 


Get your share of this marine syn- 
thetic rope business... and get it 
the low inventory, low cost, mini- 
mum space way. Write for catalog 
page and price list. Ask your jobber 
for King Cotton. 


Kine 


— 


ion’ 


JOHN H. GRAHAM & CO. INC. 
105 Duane Street 
New York 8, New York 
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MEN in the news 


West Succeeds Sam Diemer 
As West Virginia Sec’y. 


Sam H. Diemer, executive secretary, 
West Virginia Lumber and Builders’ 
Supply Dealers’ Association, has re- 
tired. He will be succeeded by Sher- 
man Richards West, 1 Highland Drive 
Buckhannon, W. Va. 

West was formerly employed by 
Westwood Lumber and Manufacturing 
Co., Weston, W. Va. and the Babcock 
Lumber Co., Pittsburgh. Prior to being 
named executive secretary, West work- 
ed for Allsop Lumber Co., Pittsburgh. 

Association headquarters will be 
moved from Fairmont to Buckhannon. 


J. Ward Allen Named 
Head of Wholesalers 
The National-American Wholesaie 
Lumber Association elected J. Ward 
Allen as its president last month. 
Allen will be the second Canadian 
to hold the presidency of the group, 
which has some 500 members. He is 
president of Allen-Stoltze Lumber Co., 
Ltd., Vancouver, B.C. 


Darling to Retire 

Sid L. Darling, executive vice-presi- 
dent of the National-American Whole- 
sale Lumber Association, will retire on 
August 15 of this year. 


Winner Announced 

Donald M. Graf, employe of Kopp’s 
Co., Lineboro, Md., millwork house, 
was named national winner of a con- 
test sponsored by U. S. Plywood Corp., 
New York City, among industrial users 
of its Old Craftsman Pine Plywood. 
His prize: a five-day all-expenses-paid 
hunting and fishing trip in California 
plus a tour of U. S. Plywood’s Shasta 
operations in Redding. 


Varner Named Manager for 
Commission Lumbermen 


Ben C. Varner, 
commission lum- 
ber salesman, 
Dallas, and a 
past - president 
(1952-53) of the 
National Associa- 
tion of Commis- 
sion Lumber 
Salesmen, has 
been elected ex- 
ecutive vice-presi- 

Ben ©, Verner dent of that or- 
ganization. 

He succeeds Grant Gloor, St. Louis, 
who is retiring after serving the group 
as manager since 1949. Varner will 
spend full time on the affairs of the 
association, closing out his Varner 
Lumber Co., established by his father 
in 1907. He joined the firm in 1936. 


LAUNCH WESTINGHOUSE MICARTA 
PROMOTION—A series of meetings 
staged jointly by Westinghouse and U. S. 
Plywood Corp., exclusive distributor of 
Micarta, in southeastern cities spearhead 
a nationwide program to jet propel the 
use of Micarta. Photographed against a 
backdrop of Micarta's new Constellation 
pattern display at Atlanta meeting are, 
left to right: Ken Renau, U. S. Plywood’s 
southern div. Micarta promotion mana- 
ger; Hubert Deaton, Sr., architect, 
Gainesville, Ga.; and George R. Lindley, 
U. S. Plywood’s branch manager in At- 
lanta. 





* Malcolm Meyer, executive vice- 
president and director, Bestwall Gyp- 
sum Co., Ardmore, Penna., was 
elected president of the Gypsum As- 
sociation at their recent annual meet- 
ing in Chicago. 


* Appointment of Robert E. Cross as 
sales manager for the Bermico Div. of 
Brown Co., with plants in Berlin, 
N. H. and Corvallis, Ore., is an- 
nounced. He will head up all sales of 
the firm’s line of bituminized fiber 
pipe and conduit and will make his 
headquarters at Brown Company’s 
general sales offices in Boston, Mass. 


* Independent Nail & Packing Co., 
Bridgewater, Mass., announces the 
promotion of four of its executive 
personnel. Hugo P. Baroni has been 
named vice-president in charge of 
production; Alan D. Stone has been 
appointed assistant vice-president and 
assistant plant manager; Phillip D. 
Stone, assistant vice-president and 
assistant sales manager; and Arthur 
S. Tisch, assistant vice-president and 
director of technical sales. 


* Owens-Corning Fiberglas  Corp., 
Toledo, Ohio, announces the appoint- 
ment of five marketing vice-presi- 
dents. The new management posts 
will be held by E. J. Detgen, vice- 
president, home building products; 
T. V. Fowler, vice-president, sales to 
manufacturers; W. M. Keller, vice- 
president, Fiberglas reinforced plas- 
tics; J. A. McKay, vice-president, 
industrial and commercial construc- 
tion materials; and S. J. Weinberg, 
Jr., vice-president, Fiberglas textile 
fabrics. 
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Den ty, 
PLASTIC-FACED PLYWOOD 


for patio fences, outdoor furniture, work 
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SEND FOR SAMPLE TODAY! 


Georgia-Pacific, Dept. ALBP659, Equitable Bidg., Portland, Oregon 


Please send sample and complete information on GPX medium 
density plastic-faced plywood. 


Se 
Cp RT a aleihiacininan 


St LE See 


NRC EERE St ah os aa State 


GP) GEORGIA — PACIFIC 


Plywood & Redwood - Lumber & Hardboard - Pulp & Paper 
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MECHANIZED 
LOADING of lum- 
ber is a necessity 
for serving volume 
builders, according 
to Foote Lumber in 
Minneapolis. Or- 
der-assembly is 
fast because of 
pre - determined 
loading lists. 


TRUCK PICKS UP 
ROOFING on pal- 
lets after lumber is 
loaded and 
chained. Every 
man has his as- 
signment and 
knows it explicitly, 
so entire loading is 
utmost in efficien- 
cy. 


800 Materials Packages Sold 
To Tract Builders a Year 


Volume sales to tract builders 
comes from pricing a materials 
package on a whole-house basis at 
Foote Lumber Co., Minneapolis. 
The yard has been selling the pack- 
age system for 25 years; last year 
it supplied more than 800 houses 
with unit packages. 

The system avoids sales to build- 
ers on a piece basis. 

One of the nation’s largest build- 
ers, Orrin Thompson Construction 
Co., is Foote’s largest purchaser of 
unit-priced packages. Thompson 
last year built more than 1,300 
homes in two projects. 

The Foote packages includes 
studding, rafters, joists, sheathing, 
rough flooring, roofing paper, shin- 


ROLL-OFF TEC H- 
NIQUE is another 
time-saver used by 
Foote Lumber to 
reduce costs in 
sales to tract 
builders. 


gles, oak flooring, particle board 
and siding. 

Leonard Shafter, vice-president 
of the firm, inspects the builder’s 
plans and visits the job sites. Then 
he gives the builder a unit price 
for the package of materials—on 
the spot. 

Once the sale is made and start- 
ing date set, loads are delivered as 
needed on the job. “This reduces 
site storage and weather problems 
as well as petty pilfering,’ Shafer 
said. 

For volume sales, you’ve got to 
take a thinner margin of profit, 
Foote admitted. But, packaged 
selling reduces costs for the dealer 
as well as the builder, he said. 


aS? a 
me 
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Distributors Announced 


* The National Plastic Products Co., 
Odenton, Md., announces the ap- 
pointment of Patch Brothers, Dryden, 
N. Y., as a distributor for Nevamar 
high-pressure laminates in the south- 
ern part of the state. 

° & McClain, Inc., Boston 
and Waltham, Mass., has been ap- 
pointed distributor of Pioneer Plas- 
tics Corporation’s Pionite high-pres- 
sure plastic laminates in Me., N. H., 
Vt., eastern Mass. and R. 1. 

* Seaboard Glass Corp., Long Beach, 
has been appointed southern Califor- 
nia distributor for Capitol Products 
Corp., Mechanicsburg, Penna. 

* The Lumber Dealer Supply Co. of 
Ariz., Inc., Tucson, has been named a 
wholesale distributor of the Arm- 
strong Cork Co. line of insulating 
sheathing, roof deck, interior finish 
materials and acoustical ceiling tiles. 
* Wood-Mosaic Corp., Louisville. 
Ky., has appointed the Weyerhaeuser 
Distributing Yard of Louisville as a 
distributor of its hardwood flooring 
in Ky. and southern Ind. 


G-P Opens Warehouses 

Three new wholesale warehouses 
have been opened in recent weeks by 
Georgia-Pacific Corp. in Oakland and 
North Hollywood, Calif., and St. 
Louis, Mo. A new 25,000 square foot 
warehouse has been completed at Fort 
Worth, Tex., replacing the former G-P 
warehouse there. The firm now has 51 
company-owned distribution centers. 


Spray Can for Deft 

Homeowners in the east and mid- 
west soon will be able to buy Deft 
Wood Finish in aerosol spray con- 
tainers. 


LASSOES BUYERS WITH ROPE SALE— 
When manager Frank Williams, Eclipse 
Lumber Co., Monticello, lowa, had an 
opportunity to buy 225 coils of rope, 
half in 50’ lengths and half in 100’ 
lengths, at a bargain, he seized it. The 
coils, evenly divided in four widths of 
WY”, 5/16”, 3/8” and”, were ad- 
vertised at greatly reduced prices. 
“With the small percentage of profit 
over the purchase price, it was sur- 
prising the money the rope sale made 
for us," reports Williams. It also re- 
sulted in impulse-buying in other de- 
partments. 
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DEALERS: 


Truscon is telling this 
bce to your Ustomers 
n leading builder Pub- 


| anaes now. Ask you 
r 

mag ePresentative 

out new economy 


/ 
COMWUMG 























: ° P ° ° . 4 STEEL 
Truscon builder-inspired designers have engineered excess cost right out of -  wINDOwSs 


metal windows and doors. We’re now on the market with addi- Mes | 
tions to our complete product line that are designed specifically : 

for the economic needs of home building and light construction — not 
simply adapted to them. 

This new philosophy —and it is new in this industry— 
reflects itself in mass-production economies, Cash savings that 
we can put into traditional Truscon quality, one area in which 
we will not compromise. As a result, competitively priced => 
Truscon products are worth dollars more on the job and in the structure. 

Coincidentally, we have been busy streamlining distribution and dis- 
tribution costs. This pruning is paying off in improved service 
at low cost. You a have the advantages of an expanded 
dealer organization, backed by our nation-wide ies | net of service- 
minded warehouses, for fast delivery of what you want, when you want it. 

Truscon is geared up _~g—=— now to sell like “60” in 59... complete 
selection... high quality Dy .+.mation-wide warehouse stocks. It 


all adds up. Try Truscon today. 








Note: Be sure to see these new Truscon Products; Series $00 
Aluminum Awning Window, Series 160 Aluminum 
Single-Hung Window, Aluminum Slider, Metal Door Frame. ao ee 
ee eee — ore 


ay : REPUBLIC STEEL CORPORATION 
ad & U & Li Cc Ss 7 i | L | ‘ TRUSCON DIVISION © DEPT. C-7582-CR 
: TOSS ALBERT STREET © YOUNGSTOWN 1, OHIO 
TR U sc Qa nN D ivi Ss | o N H I'm interested in Truscon quality products. Send facts. 


® 
Youngstown 1, Ohio 3 SO i nk ck oe ie ee 


Al NAMES YOU CAN BUILD ON Firm____ - —— 
Address 





City Zone State 
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what's the PRICEP 


Reflecting recent mill advances, the retail prices of lum- 
ber and plywood are still moving, although not all the move- 
ment is seen in the tables below. Green fir at the retail 
yard level has risen a bit while dry fir has declined a 
shade; the same is true of west coast hemlock and white 
fir, while the western pines have been more stable, There 
has also been some readjustment by dealers of their south- 
ern pine prices in the past two weeks, with some dropping 
and others raising prices. Here, too, the full extent of the 
price change is not reflected in the price level tables because 
in many areas the boosts and drops cancelled each other. 

Dealers report that cash-and-carry in some areas is push- 
ing price levels down; this is the case notably in the South 
Atlantic and East North Central regions (zones 3 and 4). 


Current Retail Price Levels 


(Prices at retail to typical one-house contractor customer, not including discounts to volume accounts or cash buyers. These price level figures 
are averages of the prices reported for this period. They do not necessarily show a trend from the last issue.) 
Zene 1! Zone 2 Zone 3 Zone 4 Zone 5 Zone 6 Zone 7 Zone 8 Zone 9 
North Middle Sovth East North East South West North West South Mountain Pacific 
LUMBER Atlantic Atlantic § Atlantic Central Central Central 


Douglas fir: 
Dimension: Std. & Btr. green R/L 2x4 $140 $145 $130 
Std. & Btr. dry R/L 2x4 $144 $143 
Std. & Btr. gers R/L 2x10 $145 $130 
Std. & Bir. dry 2x10 R/L $144 $145 
Boords: Std. & Btr. green R/L 1x6 and 1x8 $140 


West Coast Hemlock, White Fir: 
Dimension: Std. & Btr. dry R/L 2x4 $140 
Std. & Ber. dry R/L 2x10 $145 
Boords: Std. & Bir. dry R/L 1x6 ond 1x8 $160 


Western Pines: 
Boards: > . dry 1x8 R/L $48 oF 
shiplap $240 
No. 3 & Bir. dry R/L 1x8 $45 or 
shiplap $185 
No. 4 Bir. dry R/L 1x8 $45 or 
shiplap - $160 


Southern Pine: 
Dimension: No. 2 & Bir. dry R/L 2x4 $115 $ 90 
No. 2 & Btr. dry R/L 2x10 $117.50 $100 
Boards: No. 2 & Btr. dry R/L 1x8 S$4S or 
D & M or shiplap $130 $118 


Hardwood Flooring: 
Clear ook 25/32"x2,” $275 $275 
Select oak 25/32"x2¥,” $265 $260 


Interior Softwood Paneling: 
No. 2 ponderosa pine R'W $225 $230 
No. 3 ponderosa pine R/W $200 $220 


Wood Siding: 


Redwood bevel siding %/,”x8” $275 $240 
Cedar bevel siding %/,"’x8” $275 $240 


Wood shingles: 
Cedar shingles 5/2 #1 Blue 
Label 





PLYWOOD: 
Fir, Ve" DFPA-AD interior give 
Fir, "&” DFPA-AD exterior glue 
Fir, %” DFPA-CD sheathing interior give 
Fir, Ye” DFPA-CD sheathing interior give 
Fir, %&” DFPA-CD sheathing interior give 
Birch, /,” A2 
Philippine mahogany, '/," rotary cut 





MILLWORK: 
Phil. mahogany flush door 
1%"-2-6x6-8 
Birch flush door 1%”-2-6x6-8 
Deuble hung windew unit 
2-4x4-6, glazed, weather- 
stripped and balanced 


BUILDING MATERIALS: 

Outside white paint, first grade 
8d common steel nails 
Mineral wool insulation, full thick batt .50 
Weoed fiber blanket, std thick 
Ceiling tile 12”x12” $130 
Acoustical ceiling tile 12x12” ee 

” insulating $140 
4,” gypsum wallboard $ 57 
V4" tempered hardboard $195 





$200 
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h f Any builder can see at a glance the hidden value these 
The Story o QSM products add to a house; hidden value that helps 
him persuade his prospects to buy. It’s the kind of quality 


e that must be built-in; can’t be added later. 
Q | on That’s why it’s so easy for you to sell QSM Residential 
Metal Building Products. Because any builder knows that, 


to sell houses in today’s quality-conscious market, those 
reg ore houses must be chock-full of hidden value. 

QSM Residential Metal Building Products hold down the 

builder’s costs, too; save him time on the job in valuable 


..-and why they're labor. You'll increase your profits by selling them. Write 
so easy fo sell for Quaker State’s Complete Building Products Catalog. 


1. Wall Ties—galvanized. 2. Vapor Barrier—aluminum. 3. Preformed 
Termite Shields—aluminum and galvanized. 4. Footer Forms— 
galvanized. 5. Utility Stock—aluminum. 6. Reflective Insulation— 
aluminum. 7. Building Shapes—aluminum and galvanized. 8. Down 
Spouting—aluminum and galvanized. 9. Splash Pan—aluminum. 
10. Vapor Barrier—copper. 11. Soffit Stock—aluminum. 12. Roll 
Valley—aluminum and galvanized. 13. Roof Edges—aluminum and 
galvanized. 14. Roofing Accessories—aluminum and galvanized. 
15. Roof Draining Products—aluminum and galvanized. 


as 
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| SKIL 500 LINE is the... 





ever before has there been a power tool success 
N story to match the results of the fast-moving SKIL 
500 Line. 1st quarter sales are up 36% over 1958—and 
1958 was Skil's biggest year! 


And here's why. It's a short line—keeping inventory 
and capital to a minimum. It's a high turnover line— 
no duds, each tool has a record of quick movement 
from dealers’ shelves. It's a high profit, high volume 
line—because your customers recognize and want 
Skil quality and features. 

That's why dealers from coast to coast are ordering 
and reordering the Skil 500 Line. Why not call your 
wholesaler or nearest Skil representative and ask him 
for the complete story. 














HOT LINE sales up 36% 


FALL 


Skil acceptance + Skil values = turnover 


Top Brand Name Acceptance .. . Survey after survey 
proves SKIL is the name customers want on their power 
tools. Now is the time to discard those “no-name” brands 
and sell SKIL! 


The Line Market Research Created . . . Hundreds of 
thousands of dollars were spent by the hardware industry's 
top merchandisers to help select the tools in the new 500 
Line. No duds or slow-movers. 


Built-In Quality Priced Right. . . Skil quality is a proved 
fact. Consumers recognize and want it. The 500 Line is the 
quality line your store needs for high turnover profit in 
power tools. 


Coast-to-Coast Skil Service . . .34 completely equipped 
factory branches are strategically located across the coun- 
try for quick, reliable service. In addition, there are 50 
factory-authorized Skil service stations. 

Large, Well-Trained Field Force . . . Skil field sales 
representatives have proved themselves to be a real mer- 
chandising help to retail dealers. They are experts in sell- 
ing, demonstrating, displaying and advertising SKIL tools 
at the retail level. 

Aggressive Merchandising and Promotion . . . Skil 
gives you acomplete, hard-hitting merchandising and pro- 
motional program—backed by consistent, dominant 
national advertising. 


... Silling, iondls lilay for badwikip 


Made only by SKIL Corporation, manufacturer of famous SKIL and SKILSAW products, Chicago 30, Illinois ,U.S.A. 
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HOUSE OF THE FUTURE? Scale model of a “‘dream"’ house designed by 
architectural student Will Martin, combines foamed plastic sprayed over 
an inflated form. It is translucent in part, transparent in part. Resistance 
heating elements are embedded in the foam, together with recently- 
developed electro-luminescent units for lighting. Such a house could be 
built today, plastics people say. 


ERE COME PLASTIC 


for home building and lumberyard sales 


CONSTANT TESTING of plastic building 
products is represented by Weather-Ometer, 
above, used for Alsynite translucent fiber- 
glass panels. Three hundred to 500 hours in 
the machine are roughly equivalent to 
about a year’s actual outdoor exposure. 
Fiberglass panels are common item for lum- 
beryards sales. 


CONTROLLED DAYLIGHTING is a ‘‘plus value" for Gold Medallion home in Sandusky, 
Ohio, with roof application of Structoglas fiberglas reinforced panels, supplied by 
Sandusky Lumber & Supply Co. Panels are placed in overhangs that shelter part of 
home's patio and swimming pool. On one side, a section transmits natural daylight 
into the walk area and family room; into the opposite walk area and a bedroom on 


the other side. 
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SANDWICH COMPONENT PANELS with expandable polystyrene core, introduced by Koppers Co., Pittsburgh, will be sold through 
lumber dealers by Masonite Corp. The panel system will replace conventional framing. Scene above shows exterior sandwich pan- 
els used for National Association of Home Builders ‘‘Research House” of 1958 in South Bend, Ind. Building code approval for the 
panel system has been granted in Detroit, where 40 homes have been erected using the panels as interior partitions. See page 42 
this issue for Masonite announcement about sales of the plastic-core panels. 
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SOFT, DIFFUSED LIGHT flows through sandwich panel, 
above, made by United States Rubber Co. for room di- 
viders, partitions, curtain walls, doors, etc. Two flat 
polyester-glass sheets are laminated to core of paper 
strips, expanded to form honeycomb pattern in panels. 


SOLID PLASTIC PANELS for the kitchen were (Continued on 
chosen for National Association of Home 
Builders Research House of 1958. Panels Page 60) 
Gre manufactured by Fiberstein Plastics Co., 

Oconomowoc, Wis. 
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Here Come Plastics 





(Begins on page 58) 


WHAT ARE PLASTICS? 


Plastics are man-made materials, in contrast to na- 
ture’s materials such as wood and metal. They combine 
such organic materials as oxygen, hydrogen, nitrogen, 
chlorine and sulfur, along with inorganic ingredients. 


While solid when finished, plastics are made liquid at 
some stage of manufacture. They can thus be formed 
into various shapes, most usually through the applica- 
tion, either singularly or together, of heat and pressure. 


Plastics are a family of materials—not a single ma- 
terial. Each member has special advantages. Whatever 
their properties or form, plastics all fall into one or two 


groups—the thermoplastic or the thermosetting. The 


As the plastic industry gears itself 
to light construction, the problem of 
distribution puts the spotlight once 
again on the one-stop lumber and 
building products retailer. 

As with metals, distribution through 
established channels will be the most 
efficient and quickest way to enter 
the residential and light construction 
market in volume. 

Many plastic products are already 
sold in volume by lumber and build- 
ing products retailers. Plastic lamin- 
ates for countertops; plastic-faced 
cabinets and panels; plastic flooring; 
plastic pipe; foam and other insula- 
tions; polyethylene vapor barriers and 
decorative glazing are examples which 
are found in modern lumberyards. 

A variety of hardware sold by 
dealers is at least partially made of 
plastics. Specialties such as plastic 
folding doors were sold through lum- 
ber dealers from their initial entry 
into the market place. 

On the horizon are new structural 
products, such as “sandwich” panels 
with plastic cores. They will soon be 
crying for volume distribution. The 
one-stop lumber dealer will welcome 
these new materials, many of which 
fit well into the trend to local fabri- 
cation and sale of house and farm 


families of these groups and their manufacturing pro- 
cesses are outlined on the facing page. 


The first commercial plastic, cellulose nitrate, was 
introduced in this country in 1868. Forty-one years 
passed before the industry took its second major step, 
the introduction of phenol-formaldehyde. 


The sensational growth of the plastics industry has 
come about, however, during the past decade. In the 
last 10 years production of all plastics has increased 
300%. To keep growing, the industry is putting great 
effort on development and sales of plastic building 
products. 


building components by the lumber 
dealer, as distinguished from selling 
“pieces” for on-site building. 

The plastics industry expects also 
to step up sales of specialties such as 
skylights—products which can be 
easily inventoried by the retail dealer. 

As use of plastics grows, major 
building material manufacturers with 
established dealer networks can be 
expected to expand their own lines 
with plastic products. In many struc- 
tural items plastics will be combined 
with more common materials. 

One important step in this direction 
is announced for the first time in the 
Headlines news department of this 
issue, page 42. 

Independent building material dis- 
tributors who already serve the one- 
stop lumberyard will undoubtedly add 
many plastic lines, as they have added 
metals. On the other hand, a new 
breed of plastics distributor is also a 
possibility; a prototype of such a 
distributor is described on page 62. 

As they seek nation-wide distribu- 
tion, plastics manufacturers will prob- 
ably follow the leadership of our 
plywood, composition board, hard- 
ware and aluminum producers, who 
are known for their extensive dealer 
aids and merchandising programs. 
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Families and Generic Names 


ABS 

(acrylonitrile, butadiene and styrene) 
Acetal 

ee 


Acry' 
(polymethyl methacrylate) 
Cellulosic 


Cellulose Acetate 
Cellulose Acetate Butyrate 
Cellulose Propionate 
Ethyl Cellulose 
Cellulose Nitrate 
Fl n 
TFE—Teflon 
CFE—Kel-F 
Nylon 
Polycarbonate 
Polyethylene 
Polypropylene 
Polystyrene 
Modified Polystyrenes: 
Styrene Acrylonitrile 
Styrene Butadiene 
Polymethylstyrene 
Methyl-styrene-acrylonitrile 
Vinyl 
Polyvinyl Chloride (PVC) and Copolymers: 
Polyvinyl—Alcohol, Butyral Formal, Acetal, 
Acetate, Carbazole; Polyvinylidene Chloride 





Families and Generic Names 


Epoxy 

Melamine 

Phenolic 

Polyester: Alkyd, Dialylphthalate 
Silicone 

Urea 

Urethane 


Manufacturing Processes 


Injection Molding—like diecasting of metals 

Extrusion—like extrusion of metals 

Casting—for production of acrylic sheets and vinyl 
films 

Thermoforming—softening of sheet by heat and form- 
ing by vacuum or mechanical drawing over forms 
or dies 

Calendering and Coating—producing film and sheet like 
paper manufacture 

Biow Molding—blowing out a closed end tube within 
a mold to form bottles and other closed shapes. 

Slush Molding—Vinyl plastisol or organisol is slushed 
around in a closed mold and cured by heating to form 
balls, dolls, etc. 


\ 


Manufacturing Processes 


Compression Molding—forcing a pre-measured amount of molding 
compound in a heated matched die mold. Heat turns plastic into 
a solid shape. Transfer molding similar but two stage. 

Reinforced Plastics Molding—combining filament reinforcement 
usually fiberglass and polyester or epoxy resins by matched die 
molding, hand-lay up (like paper mache) or vacuum bag or pres- 
sure molding in a male or female form. Material may be contin- 
uously deposited by special guns. 

High Pressure Laminating—combining resin impregnated paper or 
other reinforcement in heated presses to combine the plies into 
one material as in decorative countertop laminates. 
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Here Come 
Plastics 
(Begins on page 58) 


ARCHITECTURAL PLASTICS 
CORP. concentrates on distri- 
bution of plastic building prod- 
ucts. At least one prominent 
lumber dealer is a stockholder 
in the company. 


Distribution expert predicts growth of 


Plastic Products 


in Lumberyards 


Oregon firm may be prototype of a new type of wholesaler, 
who will supply lumber and building material dealers with 
plastic products and technical counsel on their application. 


A “lumberyard of plastics”—that’s 
part of the unusual business of Archi- 
tecturai Plastics Corp., Eugene, Oreg. 

Founder and president George Her- 
mach claims his company conducts 
the world’s largest comprehensive dis- 
tribution of plastic building materials. 
It maintains sales offices and ware- 
house stocks of plastic building mate- 
rials in eight cities, plans to expand 
into five more. He hopes to persuade 
others to set up plastics lumberyards, 
too; his firm would wholesale to them. 

Hermach’s company, called APC, 
has set out upon what would seem an 
impossible task for a single firm: to 
work on market development, dis- 
tribution, retailing and contracting of 
plastic building materials. It matters 
not to Hermach and his associates 
what kind of plastic is involved; if it 
is in building material form they are 
familiar with it and, like as not, have 
an inventory of it. 

APC was set up by Hermach and 
associates in 1953. To raise money for 
the company he sold stock to the 
public (the company’s stock is regis- 
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tered with the SEC). Numbered 
among his stockholders is at least one 
prominent retail lumber dealer in the 
Pacific Northwest. There may be 
more. Currently more stock is being 
sold to raise additional capital. 

Business volume is growing, too. 

“We've forecast our sales for 1959 
at $500,000,” Hermach told Ameri- 
can Lumberman. 

“That is a conservative estimate. In 
addition, we’ve had our products spe- 
cified amounting to at least $200,000. 
If those jobs go through, we'll do very 
well this year.” 

Hermach expects to make money 
this year, but stockholders don’t ex- 
pect to get any dividends; extra cash 
is ploughed back into the business for 
further expansion. 

To get APC on a firm footing, 
Hermach and his associates have been 
concentrating primarily on _ getting 
their products specified by architects 
in the West Coast regions where they 
operate. 

Success of this venture is shown by 
a Craftsmanship Award, presented to 


APC’s director of architectural serv- 
ices, James B. Bartell, by the Oregon 
Chapter of the American Institute of 
Architects. The presentation was made 
by the architect group March 6, 1959. 
Only two such awards were made this 
year by the group; in Pacific North- 
west architectural supply circles it is 
considered a high honor. 

Dealer products. Hermach was 
asked why a specialized service such 
as APC is necessary. 

“Two reasons,” he said. “First, the 
major manufacturers of plastics are 
interested only in making the raw 
plastics materials which are used in 
fabricating plastic building products. 
They want tonnage and sell to firms 
making a few plastic items which they 
sell. 

“We feel there are so many advan- 
tages in plastics for building that many 
of these plastic products ought to be 
brought together. They have light 
weight, high strength, great beauty, 
often are less expensive than the tra- 
ditional materials they replace. 

“But they also require some special 
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knowledge to sell them properly. So, 
second, we have the special product 
knowledge and are set up to train 
architects, contractors and the public 
how to use plastic building products 
and care for them.” 

APC’s plastic building products in- 
cludes structural skylights, “sandwich” 
panels with plastic faces and various 
types of internal cores; decorative 
products called “cathedral” materials 
because they rival stained glass in 
beauty; flat and corrugated fiberglass 
plastic panels and long sheets rolls; 
luminous ceilings, sprayed-on plastic 
sheeting, decorative translucent sheets, 
plastic wall coverings; glazing films, 
vapor barriers and membranes, plas- 
tic adhesives, sealers and tapes; plus 
miscellaneous items like plastic draw- 
ers and handrails. Some of these prod- 
ucts are manufactured by APC, more 
of them are made elsewhere and are 
distributed by APC. 

A look ahead. Plastic building ma- 
terials will make drastic changes in 
house design, Hermach predicts. 

“We used to make buildings of 
Opaque materials, then cut holes in 
them to let in the light. Now, with 
plastics we can build walls and roof 
that are translucent or transparent, as 
we wish, without sacrificing strength. 

“Even today many homes designed 
by architects have skylights. This trend 
will increase for the new FHA Min- 
imum Property Standards permit bath- 
rooms with no windows. Plastic sky- 
lights fit this trend beautifully.” 

Plastics have unusual strength, Her- 
mach added. 

“There’s a_ half-inch thick trans- 
lucent ‘sandwich’ panel which is as 
rigid as %4” fir plywood and a one- 
inch ‘sandwich’ panel equals rigidity 
of 1%” of plywood. In building you 
can treat these plastic flat panels in 
the same way you use plywood.” 

Other uses of plastic for which in- 
expensive materials currently are 
available for lumberyard distribution 
include corrugated fiberglass plastic in 


PRN int 
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SALESMAN’S SAMPLE KIT, used by APC representatives, con- 
tains dozens of structural and decorative plastic building 





long rolls (Corrugated fiberglass plas- 
tic materials are essentially industrial 
products, Hermach said. The flat 
sheets are said to be better for home 
building.) Lumberyards can stock flat 
fiberglass plastic sheets 4x8’ or 
12’, in 1/16” and %” thickness; 
they will sell polyester resins in cans 
just like paint. Also perfected are 
plastic rain gutters and downspout, 
plastic drawers, luminous ceiling ma- 
terials, among others. 

Cost considerations don’t worry 
Hermach a bit. He claims many plas- 
tic materials are either competitive 

(continued on page 66) 
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SANDWICH PANEL in sky- 
light form, sold by Oregon 
firm, is lightweight, chem- 
ically sealed against the 
elements. 















TRANSLUCENT PLASTIC sand- 
wich panels set above big win- 
dows admit diffused light into 
this Idaho home. Note pattern 
of honeycomb core of panels; 
a wide selection of core pat- 
terns is available in addition to 
novel ‘stained glass'’ color ef- 
fects. 
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FIRST FROM KAISER ALUMINUM... 


DIAMOND-RIB 
ALUMINUM SHEET 


With a 30-Year Warranty Against Corrosion 


New green Diamond-Rib is easy to stock 
—one width, one gauge, one color. And 
it’s easier yet to sell because of its many, 
many new and economical uses. 


Get all the facts on this revolutionary 
new aluminum sheet. Your Kaiser Alu- 
minum building products distributor or 
salesman will give you full information. 


Low important selling advantages ite: 
ae Dee Guilding protects. . 4 Or write 
aoa | Kaiser Aluminum & Chemical Sales 
ator aga incited significant ) 
pel wn heat reflectivity ess pi Inc., Building Products Dept., 1924 


Broadway, Oakland 12, California. 


*Trademark 


Plus All of the Great Advantages of 
Regular Diamond-Rib 3 
for 30 t corrosion for farm and 
Werseetet for years against corrosion for farm and 


Kaiser Aluminum backs up its products 
... backs up its dealers! 


icvnmemisas 8 KAISER 


Diamond embossed for distinctive beauty. oe ae ALUMINUM 
Extra long —standard lengths to 16’. Po 
Extra wide—5014." wi vs al toners 


after 1aPE ng en ee ae se See ‘‘MAVERICK”’ » Sunday Evenings, ABC-TV Network. 
acces 3 inclu Consult local TV listing. 


THE BRIGHT STAR OF METALS 


[Desn Aprovt Tested Prot 
A? ref 
PCover Card / u ROOO 











a 


OTE RE, Ty 











2 Ie, Bolte 
w. ‘¥ ve : 
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For patio covers, residential roofing, summer houses, fences, carports, interiors, scores 
of uses around the home! Opens up new markets, new prospects, new profits for you! 









Now there are two types of Diamond-Rib \- 
roofing and siding - natural finish and custom NS 
green finish. Both offer you the same selling 
advantages of strength, light weight and 
durability. Both are backed by the name that 
means unsurpassed dependability in 


building materials .... Kaiser Aluminum. 











PLASTIC PRODUCTS 


may request it by writing The Ed- 
itors, American Lumberman, 59 E. 
Monroe St., Chicago 3, Ill.; requests 


will be passed on to APC promptly. 
(Checks should be made payable to 
Architectural Plastics Corp.) 


(begins on page 62) 





with traditional materials or are ac- 
tually cheaper. 

“In some areas of a house you can 
use materials that cost $2.50 per 
square foot,” said Hermach. “In other 
places you can use 75¢ per square 
foot material. But let’s forget price, 
let’s give owners an enriched en- 
vironment. Plastics are the ideal ma- 
terial for the creative seller. After all, 
the auto industry sells $3,500 and $4,- 
000 cars to the working man, but the 
building industry seems afraid to try. 
Let’s give the homeowner more and 
more and not be afraid of price. If 
the buyer likes our homes, he’ll pay 
the price we ask.” 

Data available. APC publishes a 
ring-binder catalog listing technical 
data and prices of the plastic building 
products it wholesales. Distribution of 
APC products is-through lumberyards, 
glass and glazing, millwork, roofing, 
sheet metal, floor and wall covering 
firms. In the 11 western states and 
Texas such dealers receive the APC 
catalog on request without charge. Re- 
tailers located elsewhere may have a 
catalog upon depositing $4.50, which 
is refunded after purchases exceed 
$100. 

Dealers wishing an APC catalog 


Now You Can Make A Profit 
Cutting Panel Boards To Size With A 


Cross-cuts or 
Rips panels of 
TILEBOARD 
HARDBOARD 

PLYWOOD 
ALUMINUM 
PLASTICS AND 
PLASTIC 
LAMINATES 
ALSO USED TO 
TRIM DOORS 


3) 160) 7 VERA: 


INDLICTRIAI 


PLASTICS MAN HERMACH, left, with his shop foreman hold a 4’x8’ “‘pillow’’ type 
plastic skylight. Rigidity is obtained by inserting separators between two plastic 
panels which are fused together on edges. Such units are said to be good for a 
50-pound live load. 








PAYS FOR ITSELF IN A FEW MONTHS 


Rips or eross-cuts can be made without remov- 
ing panel from machine. One man can eross- 
eut or rip a 4’x 12’ panel alone and quicker 
than two can on a table saw. All cuts are con- 
sistently square. Vertical and horizontal scales 
are attached for selective cuts. Machine is 
fool-proof; can be operated by unskilled in 
complete safety. 


WRITE FOR PRICES AND LITERATURE 


RICHARD C. BENNETT MFG. CO. 


BOX 339 LACEYVILLE, PENNA. 
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PONDEROSA PINE— SUGAR PINE 


WHITE FIR 
DOUGLAS FIR INCENSE CEDAR 
Annual Production 56 Million 


High Altitude, Soft Textured Growth 


Modern Moore Design Dry Kilns 
Manufacturer and Distributor 


PAUL BUNYAN LUMBER CO. 


SUSANVILLE, CALIFORNIA ANDERSON, CALIFORNIA 
Sales Office at Susanville, California 


Trade Mark 





Registered 
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NOW! each EVANS POCKET TAPE 
comes packaged in 


a 




















— 


(U.S. Reg.) 


dN Gt 


THE GREATEST IDEA FOR PACKAGING 
AND MERCHANDISING IN YEARS! 


eau EXTRA 
| VALUE S 
“HOLSTER-PAK”, the greatest merchandising ad- FREE 


vancement in packaging of the decade, is the perfect Me HOLSTER »Power-Tape ° 
blend of product, package, promotion, and utility. This PAK 
sturdy leatherette tape-holster clips on the belt and s in HOLSTER- : 
keeps the tape handy on the job at all times. Your _ 

customer actually gets the holster FREE! ion 

Now, all Evans pocket tapes (except Thin-Tape) SRN 
come to you ready-packaged in this sensational form- \ =) 
fit “Holster-Pak”, each mounted on an individual peg- 
board card that can also stand by itself on the counter 
or in the window. 

And to help you put “Holster-Pak” across big, Evans 
has developed a revolutionary new point-of-sale ‘Ferris 
Wheel” display — the first display piece made specific- 
ally for mounting on pegboard, and to stand on the 
counter, too. It has action...it has sound... it has 
SELL! Ask your jobber about it! 











RULE C0. FACTORIES AT ELIZABETH, N. J. & MONTREAL, QUE. 
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Here Come Plastics 
(Begins on page 58) 


What Plastics Are 





Use 


Most Suitable Types 


Advantages 





Structural Glazing 


Fiberglass reinforced: polyesters, acryl- 
ics, modifications. 


Can be mechanically fastened or bonded 
as a basic part of structure; con- 
trolled color and light transmis- 
sion; strength; freedom from break- 
age; wide variety of forms. 





Skylighting 


Reinforced polyesters, acrylics; sheet 
acrylics, acetate butyrate. 


No breakage; excellent light control and 
distribution; may be insulated; avail- 
able as products or as prime 
materials such as flat sheet and 
sandwich panels. 





Sandwich Panels 


(Translucent ) 


Fiberglass reinforced polyester or acrylic 
face sheets with configurative core 
of paper, wood plastics or metal. 


A basic new building material—consider 
it translucent plywood. Used to 
bring in light in walls and roofs 
without sacrificing strength or 
insulation. 








Sandwich Panels 
(Opaque) 


Cores of low density materials such as 
cellular _ plastics, | wood fiber, 
honeycomb, mineral, etc., faces of 
any high density material such as 
plastics, hardboard, plywood. 


Truly modular material with good cut- 
ting freedom; one material com- 
bines inside and outside finish and 
insulating core; high strength and 
light weight. 





Interior Surfacing 


Polystyrene tiles or sheets, phenolic lam- 
inates, vinyl sheets and films, vinyl 
clad metal. 


Great variety of types and cost ranges; 
generally permanent; many easily 
installed by handyman. 





Exterior Surfacing 


Fiberglass reinforced polyesters, acrylic 
sheets, filled polyester applications 
on other base materials, sprayed- 
on-vinyl sheeting, rigid PVC. 


Built-in color and texture; mechanical 
or adhesive fastening; long term 
life; light weight. 





Floor Coverings 


Vinyl, vinyl asbestos, neoprene, rubber 
alloys. 


Permanent finish and color; variety of 
design and type. 





Luminous Ceilings 


Formed vinyl sheet, acrylic sheet, re- 
inforced polyester, acetate butyrate, 
polystyrene sheet and grids. 


Optimum light control; simple suspen- 
sion; acoustical control; may be 
self-extinguishing. 








Piping, Plumbing Fixtures 


Polyethylene, ABS, vinyl, reinforced 
plastics, polypropylene. 


Simplicity of fabrication and fittings; 
light weight; low cost; color; can 
be molded in large complex shapes. 





Optically Clear Sheets 
and Films 


Cast acrylic, modified acrylic, CR-39; 
extruded or laminated vinyl, ace- 
tate butyrate; films in vinyl, poly- 
ester, methyl styrene. 


Has resilience not obtainable in glass; 
can be formed into shapes; films 
suitable for low-cost short term 
application. 





Hardware, Doors, Drawers 
and Misc. 


Insulation, Sound 
Absorption, Cushioning 


Hardware: most themosets. Doors: 
vinyl and polystyrene. Drawers: 
phenolic and styrene copolymers. 


Expanded polystyrene, vinyl, phenolic 
and urethane. 


a 


Low cost; intricate shapes; prefinished; 
mechanical advantages; sanitary; 
light weight. 





Low thermal conductivity; structural 
strength; low moisture absorption; 
light weight, clean and non-irritat- 
ing; low cost. 





Vapor Barriers, Membranes 


Polyethylene, vinyl and polyester films; 
sprayed-on-vinyl sheeting. 


Low cost; specific performance; large 
sections; seamless; flexible mem- 
branes for roofing and building 
joinery. 





Decorative Glazing and 
Divider Screens 


Exterior—teinforced polyester, cast acryl- 
ic. Interior—laminated vinyl. 


Endless design opportunities; freedom 
from breakage; low cost; easily fab- 
ricated and installed. 





Adhesives, Sealers, Resins 
and Reinforcements 





Almost all plastic resin types used in 
adhesives and sealers; fiberglass mat 
and fabrics principal reinforcements; 
types of polyester resins most use- 
ful in reinforced plastics. 





Simplified and stronger joinery; rein- 
forced plastics materials are to be 
considered building materials just 
like a sack of cement. 
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Used for Building 


Prepared exclusively for 
American Lumberman by 
George R. Hermach, 
president, Architectural 
Plastics Corporation. 





Problems, Limitations or Disadvantages 


Tips for the Dealer 





Education necessary to determine proper quality and type 
for varied uses; lack of stiffness (must be used in ten- 
sion and compression); limited weathering in cheaper 
grades. 


Used in large volume in industrial, commercial and _ institu- 
tional buildings; sell on basis of “good, better, best” 
qualities; use highest quality in heaviest weights when- 
ever possible. 





Some types require special installation techniques with knowl- 
edge of adhesives and sealers; proper light transmission 
important to avoid excessive heat gain; insulated types 
must be used where condensation possible. 


The homeowner wants skylights but doesn’t know where to 
buy them; a display and inventory of six to 12 units 
and materials timely for dealer; offer many types rather 
than one. 





Proper installation important; proper light transmission must 
be determined to avoid excessive heat gain; important to 
use highest quality face sheets; not possible to produce 
as an incombustible material. 


Many materials standardized in size, patterns or thickness; can 
be easily inventoried and displayed. 





Requires new concepts in building; may be initially higher 
cost than economy stud-wall construction. 


To be one of the most important materials in the lumber- 
yard; lower cost types will be inventoried in large quan- 
tities; can be ordered and produced on demand for widest 
possible variety. 





Higher cost than painted surfaces; joints a problem; proper 
adhesive critical. 





Longevity not yet fully established on some types; joint seals; 
proper adhesive important. 





Shrinkage, heat limitations, adhesive problems. 


-4 


— 
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Dealer should offer full 
wide differences. 


range of materials and learn their 


Siding and squandrel materials of 
easily packaged and marketed; 
nent than wood siding. 


increased importance; 
said to be more perma- 


Plastics well established as floor coverings; 
prices; “must” for one-stop retail yard. 


wide variety of 





selection important; 


Temperature limitations; proper type 
static dust at- 


some types high cost; cleaning problems; 
traction; light degradation. 


Increased use in schools, commercial ‘buildings and homes; an 
untapped market for lumber dealers; all basic items can 
be inventoried in very | small space. 





Temperature limitations; abrasion in fixtures; quality con- 


trol; lack of long term test data. 





Lack surface hardness; thermal expansion; aging in films. 





Design of good mechanical parts requires engineering and 
design experience with each particular resin. 


—— 





Temperature limitation of thermoplastic foams; higher cost 


than fibers. 





Some types limited outdoor tolerance; high cost of sprayed-on 
membranes when compared to asphalt roofing. 





"Interior types. ‘toed outdoors in error; most materiale lack 
rigidity of glass and must be used differently. 





The field of adhesives and sealers a complex science; some 
basic understanding possible by dealer, however; many 
types necessary for proper use; shelf life limited on some 
resins. 
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Plastic pipe expected to be used extensively in 1 home construc- 
tion; new types being tested for hot water lines; quality 
of fixtures improved considerably in recent years; ideal 
for lumberyard sales. 


Can be cut and handled easily with present lumberyard fa- 
cilities; materials not adequately serviced at present. 


Plastics can be used to advantage in whole or 
most all hardware; injection molded and vacuum 
formed drawers easily inventoried; plastic folding doors 
and other items now sold in volume by many dealers. 


in part in al- 


Expanded polystyrene extensively used for insulation—needs 
no vapor barrier; elastomeric vinyl foams good cushion- 
ing for walls and floors; sliced urethane foams good 
acoustical surfaces for do-it-yourself applications. 


Film concepts ‘increasingly important in present and future 
building practices; easy inventorying; dealer should un- 
derstand basic differences between the many films and 
membrane types to avoid misuse. 


"Already miiatabeih oy most i dediene 
fer more varied types. 


good opportunity to of- 


Very important item for lumberyard; attempts to over-sim- 
plify have handicapped proper understanding of this field; 
no all-purpose materials likely; fiberglass and polyester 
materials now stocked - many — proces dealers. 
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“We’ve used all kinds of windows... 
and 


WE'RE BACK TO 
WOOD WINDOW UNITS” 





Says Larry Winn, Jr., Winn-Rau Corp., 
Developers of 


“é 
When you are building with the long range view in mind, the 
best quality is always the cheapest . . . that’s why the wood window units 
in Nall Hills are Ponderosa Pine almost 100%. We get more variety in style; 
elevation changes are easier by switching from casement to awning or 
colonial; and they have a distinct decorative advantage. We can stain 
or paint them on the inside as the customers want them,” states 
Larry Winn, Jr., vice president and sales manager. 


‘My partner, Gus Rau, president and in charge of construction, says, 
‘Customers tell us they get less air-leakage around the frame, and with 
Kansas City weather like it is, this is important. Yes, we’ve used all kinds of 
window materials, but the service record on wood window units shows us 
that these quality products are the cheapest in the long run. This is 

true especially when you’re building 1600 homes in one area like 

Nall Hills.’ So you can see we really like Ponderosa 

Pine windows,’ Winn concludes. 


Because Wood is So Good to Live With 


@ 
Lindlewta Vine WOODWORK 


39 South La Salle Street 


An Association of Western Pine Producers and Woodwork Manufacturers Chicago 3G, Illinois 


MEMBERS—Woodwork Group 


Andersen Corporation 
Anson & Gilkey Co. 
Biltbest Corporation 
Caradco, incorporated 
Continental Screen Co. 


Hurd Millwork Corp. 

Huttig oy Co. 

ideal Co. (Wm. Cameron & Co.) 
In pang oy Paper Co. 

—Long Bell Division 

Maita Manufacturing 

Missoula aed Pine a Co. 
Morgan Com 

Philadelphia a Mfg. Co. 
Rock Island Millwork Co. 
Semling-Menke Co. 

Wabash Screen Door Co. 
Western Pine — 

White Pine Sash 
MEMBERS—Lumber Group 
Alexander-Stewart ga Co. 
The Anaconda Compa 
Associated Lumber e Box Co. 
Bate Lumber Co. 

Blagen Lumber Co. 


RR 


Brooks-Scanion, Inc. 

Cal-ida Lumber Co. 

Cascade Lumber Co. 

Collins Pine Co. 

Crane Mills 

Diamond Gardner Corp. 

Georgia-Pacific Corporation 

Gilchrist Timber Co. 

Edward Hines Lumber Company 

Industrial Wholesale Lbr. Co. 

Kaibab Lumber Co. 

Long Lake Lumber Co. 

McCloud Lumber Co. 

Michigan California Lbr. Co. 
Neils Lumber Co. 

Ochoco Lumber Co. 

Oregon Lumber Co. 

Pickering Lumber Corp. 

Scott Lumber Co., Inc. 

Setzer Forest Products 

— Div. of Glenco Forest Products 

Ralph L. Smith Lumber Co. 

Southwest Lumber Mills, Inc. 

Tahoe Forest Products Co. 

Tarter, Webster & Johnson, Inc. 

Tite Knot Pine Mills 

U. S. Plywood Corp. 

—California Division 

Warm Springs Lumber Compeny 

Western Pine Associa 

Weyerhaeuser Sales Co. 

Winton Lumber Co. 


ASSOCIATE MEMBERS 

All Metal Weatherstrip Co. 
Casement Hardware Co. 
Chapman Chemical Co. 

W. J. Dennis & Co. 

Dorris Lumber & Moulding Co. 
Monarch Metal Weatherstrip Corp. 
Protection Products Mfg. Co. 
Unique Balance Co. 
Wood-Treating Chemicals Co. 
Zegers, Inc. 


BEST BUILDER'S GUIDE TO 
WINDOW QUALITY 


The American Wood Window Insti- 
tute Seal on the windows you install 
is your customer's assurance that 
they conform to the specifications of 
new FHA standards and are: 


Correct in design Made from carefully 
Properly constructed _ kiln-dried 
Preservative treated Efficient! 


y 
Properly balanced weatherstripped 
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EVERYTHING NECESSARY FOR TILE INSTALLATIONS 


14 porcelain floor tile colors in eight designs ° 7 MISTEX crystalline glazed floor tile colors 
14 classic wall tile colors °* Matching trim tiles ° Blending fixtures * Installation materials 
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“Dutch Boy customers make Dutch Boy’ 
dealers the happiest dealers in town! 


The customer who buys ‘‘Dutch Boy” is the cus- 
tomer any dealer would want to keep! Quality 
“Dutch Boy”’ Dealers do a_ ishis first concern. And that goes for the other 


better business, have _ things he’s likely to buy, not just for paint. 
better profits, are growing Theman who asks for ‘‘Dutch Boy” is proud of 
in their communities, 18 home, and determined to keep it attractive. 


That’s why you'll be seeing him again and 
again—if you’re a “Dutch Boy” Dealer! 














Four powerful forces make the “Dutch Boy” 
franchise the best asset your business can have! 


1. BIG is the word for 
“Dutch Boy” advertising in 
Reader’s Digest, The Sat- 
urday Evening Post, Look, 
Better Homes & Gardens, 
American Home, and Ladies’ 
Home Journal. It’s the big- 
gest, buyingest collection of 
paint prospects ever to see 
“Dutch Boy” advertising! 


2. Merchandising helps 
unmatched in the paint indus- 
try make selling easier, build 
an “atmosphere of quality” 
around “Dutch Boy” products. 
Cooperative advertising, too, 
including — TV, Newspapers, 
Radio, Highway Signs. 


3. The solid reputation 
for quality that goes to work 
for you when you sell the 
“Dutch Boy” line. Years of 
customer-satisf ying perform- 
ance have built for “Dutch 
Boy” products a reputation 
for quality that is unmatched 
in the paint industry. 


4.Thereputation as“Paint 
Headquarters” that comes 
naturally to every “‘Dutch 
Boy’’ Dealer. A customer’s 
best assurance of the dealer’s 
concern for quality and ser- 
vice are those shelves of 
“Dutch Boy” paints! 








“Dutch Boy”’ Dealers are 


happy dealers because they alone 
have this unique and special asset : the 
“Dutch Boy” customer, pre-sold by 
continuous advertising, and ready to 
spend for quality and service. And 
“Dutch Boy” Dealers can offer this 
customer a really a 
complete line of ex- | 
teriorandinterior | 

paints, including fa- | 

mous ‘‘Dutch Boy”’ |, 

House Paint, the fast- | 

selling new acrylic | 

latex wall paint, | 

Nalplex,and theexcit- | 

ing new alkyd Satin- [/ 

Eggshell Enamel. 


NATIONAL LEAD COMPANY 
111 Broadway, New York 6,N.Y. 
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new PRODUCTS 


Plastic Profit-Makers You Can Sell 


Fiberglass Reinforced New Film Is Strong 


Gering Products announces a new Ger-Pak polyethylene film 
that is reinforced with fiberglass. It’s lightweight, low in cost 
and easy to handle. It will not stretch or bag and resists rips 
and tears, maker says. A small puncture stays small as the 
reinforcement fibers prevent the tear or rip from spreading. 
The Ger-Pak film can be used over and over again. It’s ideal 
for use as a hay cover, temporary window, equipment cover, 
storm window or closing-in during construction. 

Market data. Ger-Pak reinforced film is supplied in 2 x 2 
mesh (2 squares per inch) and 4 x 4 mesh (4 squares per inch) 
in 4 and 8 mil thickness in 100’ and 150’ length rolls. All sizes 
are offered in natural (clear) or black (sunlight resistant). Its 
suggested retail price varies and is dependent upon mil thick- 
ness. The retail markup on cost is 25%-30%. Available now 
from 450 distributors in 25,000 square foot quantities or over, 
Ger-Pak is an ideal item for both contractor and consumer 
sales. Dealer sales aids include catalog sheets and swatch fold- 
ers. Gering Products, Inc., Dept. AL, No. 7th St. & Monroe 
Ave., Kenilworth, N. J. 

Circle No. 201 on Handy Cover Card 


Develops Flat Panel in 50’ Rolls 


George Hogan of C. N. Weber, Ltd., 
Kitchener, Ont., a distributor for Filon Plas- 
tics Corp., is shown with a 50’ roll of Filon’s 
new flat, decorative fiberglass panel at a 
recent products show in Canada. 

The four-ounce-per-square-foot, 30” wide 
material features a black and gold jackstraw 
pattern embedded in frost, clear, or snow 
panels. Its attractive appearance makes it 
ideal for use as a shoji screen, room divider, 
table top, cabinet doors and luminous ceil- 
ings. 

Market data. Suggested retail price of new 
flat panel is 49¢ per square foot. It is said 
to be the only decorative panel available in 
economical 50’ rolls, which gives great ver- 
satility while eliminating waste from scrap. 
Filon Plastics Corp., Dept. AL, 2051 E. 
Maple Ave., El Segundo, Calif. 
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(For more new plastic products, see page 76) 


Use Inquiry Card on Back Cover for More Facts 
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Weyerhaeuser 
Silvatek Panel Products 
are real profit builders 


LIGHT-COLORED 
@WEYTEX 
HARDBOARD 


Builders like the way smooth 
surfaced Weytex finishes eco- 
nomically with less paint absorp- 
tion—and the advantage of no 
pre-sanding or sealing in most 
applications. 

Paints cover uniformly with just 
one coat. The harmonizing light 
tan surface can be finished natural 
with clear lacquer or varnish. 
Weyerhaeuser Silvatek dealers 
capitalize on these important 
paintability properties to boost 
hardboard sales. 


For unmatched performance in quality 
construction, builders and homeowners 
invariably choose Weyerhaeuser hardboards 
and particle boards. Each panel meets 
exacting standards and is designed for 
dependable, economical construction use. 


This gives you a dependable line of 
outstanding products...and repeat customers. 


As a Weyerhaeuser Silvatek dealer you 
enjoy valuable cooperation and have the 
finest merchandising tools available VERSABORD CUTS CLEAN 
to build volume. For all the facts, see The popular choice for “trouble-free” floor underlay- 


your Weyerhaeuser Silvatek distributor. ment is Versabord. These precision-made particle board 
panels saw easily without splintering or chipping. Edges 
retain inherent strength and will not flakeout. Grainless, 
uniform in density and manufactured to a close caliper 
tolerance, Versabord meets all the requirements of a 
superior underlayment for tile, linoleum or carpeting 


F: i 7 For additional information, write: 


sin) Weyerhaeuser Timber Company 
\" Silvatek Products Division - Tacoma, Washington 
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NEW PLASTIC PRODUCTS 


(begins on page 74) 





Plastic Gutter & Drain System 


A gutter and downspout system made 
of Fiberglas reinforced plastic offers 
many advantages. The new units will 
not rot, dent, rust, corrode or split- 
freeze and they require no painting. The 
soft white color is permanently molded 
in. However, the glass-reinforced poly- 
ester gutters and downspouts can _ be 
readily painted, if desired, with standard 
house paint. The gutter sections are 
lightweight and flexible, can be readily 
handled by one man. The product can 
be nailed like wood and it may be 
fastened directly to the roof. 

The gutter has a molded-in flashing, 
which fits up under the roof shingles, 
preventing ice from backing up under 


the roof and causing damage. It also 
has a lip which prevents costly drip 
edging. The downspout snaps into a 
base section or channel, which is nailed 
directly to the siding. This downspout 
can be snapped out for easy cleaning. 
Fiberglas Permadrain is manufactured 





THIS STAMP MEANS... 
WOOD WITHOUT PROBLEMS! 


WOODLIFE, world’s original water-repellent pre- 
servative, penetrates any species of wood with a blend 
of chemical preservatives carefully developed over three 
decades. WOODLIFE protects against 


j# Moisture 


7% Decay 


j@ Termites 


These natural enemies of wood are stopped before 
they begin. Warping, checking, splitting, grain-raising, 
surface-checking, stain, decay and discoloration are no 


longer problems. 


That’s why so much of the millwork, flooring, siding 
and roof-decking now used is already treated with 


WOODLIFE! 


WOODLIFE FOR THE JOBSITE, TOO! 


WOODLIFE on the jobsite to protect 
freshly-cut ends of treated wood — re- 
stores old wood surfaces for paintability 
on moderization jobs — protects any 
stored or erected wood against weather 


damage. 


Made by the manufacturers of P.A.R. — THE water-repellent finish. 


PROTECTION PRODUCTS MANUFACTURING COMPANY 


MA 


kK 
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by Permanent Products, Inc., St. Paul, 
Minn., and nationally distributed by 
Owens-Corning Fiberglas Corp., Dept. 
AL, 598 Madison Ave., New York 22. 
Circle No. 203 on Handy Cover Card 


Features Sealed-in Patterns 


Patnel, a new line of decorative trans- 
lucent plastic panels with integral pat- 
terns and designs, is announced. The 
patterns in Patnel are actually embedded 
in the reinforced polyester resin during 
manufacture. 

In addition to the patterns offered in 
standard Patnel, practically any indivi- 
dual design, device or commercial theme 
may be incorporated in custom Patnel. 
Distinctive effects with colorful translu- 
cent panels are easily achieved by em- 
bedding crests, monograms and other 
designs in flat or corrugated sheets. The 
manufacturer offers a complete line of 
patterned and solid-tone panels in a wide 
variety of colors and shapes. Kemlite 
Corp., Dept. AL, 101 N. Republic Ave., 
Joliet, Hl. 
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Putty in a Plastic Strip 


Anyone can putty windows, arcund 
tubs or washbasins with a brand-new 
product called Sputty. Sputty is made 
of plastic and comes in 10’ rolls com- 
plete with a tube of all-weather adhesive. 
A specially designed bead on Sputty 
strip slips under glass to provide a 
perfect bond between glass and mold- 
ing, maker says. Sputty is held firmly 
in place with all-weather adhesive that 
is said to withstand up to 500 pounds 
pull pressure. Sputty also can be 
painted before installation. 

Sputty is available in porcelain white 
for regular or storm windows and retails 
for $1.49 for a 10 roll. Commercial 
packing available in multiples of 100’. 
Samples are available to dealers. Jo-El 
Co., Dept. AL, Towne & Country 
Bldg., 6188 Pearl Rd., Cleveland 30, 
Ohio. 
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FOR $10,000 HOMES 





$14,000 HOMES 


ES OVER $20,00 


9 peruse, aon 








Ssulburbain BUILT-IN RANGES 


GAS OR ELECTRIC—BEST VALUE AT EVERY PRICE LEVEL 


Regardless of the price home, you can include the sales 
power of Suburban and offer prospects all 36 of the features 
most women want in a built-in range. Here's real quality ata 
price you can't beat! P/us — models available in both gas and 
electric to fit same size cabinet opening — interchangeable. 
Get your value-packed price from your local distributor. 
Send coupon today! 


reno 


Free Color Literature! 
Samuel Stamping and Enameling Company 
Dept. AL-69 — Chattanooga, Tennessee 


Send me complete information and prices on 
Suburban Built-in Ranges Gas Electric 


Name 


Address-_ 
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NEW PLASTIC PRODUCTS 
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Colorful Vinyl-Coated Awnings 


Translucent awnings of vinyl-coated 
Dacron polyester fiber which retain 
their bright colors now are available. 
The synthetic fiber awnings may be cus- 
tomized for individual homes and are 
made for windows, patios, canopies and 
carports. Known as Weblon, the awning 
fabric is manufactured by Weblon, Inc. 

The new awnings are easy to install. 
They are lightweight, have high tear 
strength and are water repellent. Trans- 
lucent, they allow sunlight to _ pene- 


trate, 
long and economical use, 
stored for long periods without danger 
of attack by rot or mildew, says maker. 


but keep glare out. Providing 
they may be 





gt oe 
ie 4, phos” 
“+ few § 


te - presents.” | a 


SCULPTURED FOR BEAUTY 


eed 


ENGINEERED WITH TRADITIONAL YALE CRAFTSMANSHIP 
PRICED FOR PROFITABLE SALES AND INSTALLATION 


Never before has this outstanding combination 
of styling, value and sales advantages been 
available in such a complete line of bathroom 
accessories. Look at these features: 
DISTINCTIVE DESIGNS —Sculptured simplicity 
combines functional strength, timeless styling, 
design flexibility. 

DECORATOR COLORS —Combines chrome with 
polystyrene in antique white, soft pink, pastel 
green, pale yellow. 

LUSTROUS CHROME PLATING — Defies discolora- 
tion, chipping, peeling. 

FAST, EASY INSTALLATION —Save time, labor, 
money in all types of wall, in surface and re- 
cessed installations. Snap-on trim conceals 
screws, provides design variation. Only two 
attaching screws. No set screw to tighten. 
QUALITY MATERIALS, OF COURSE — Yale tradi- 
tionally uses the finest materials, works to 
exacting specifications to assure the quality of 
products bearing the respected name Yale. 


YALE—REG. U.S PAT. OFF 


YALE & TOWNE 
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GET THIS FREE DISPLAY toen- 
hance your showroom, help you sell 
Yale bathroom accessories. Floor and 
counter sizes. Display is free with 
your order of stock to fit it. Call your 
jobber today or write to: The Yale 
& Towne Manufacturing Company, 
Lock & Hardware Division, White 
Plains, N. Y. 
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Color is pigmented as an integral part 
of the awning’s Koroseal vinyl coating. 
Tests of colors, including blue, green, 
red, Dubonnet, Bermuda blue, yellow 
and white show high resistance to fad- 
ing, maker says. A choice of floral or 
fine linen design is offered for the 
underside. Weblon, Inc., Dept. AL, 11 
W. 42nd St., New York 36. 
Circle No. 206 on Handy Cover Card 


Plastic-Faced Concrete Block 


The granite-like facade in photo above 
is actually Aristocrat plastic-faced con- 
crete block, a new load-bearing con- 
struction material that eliminates lath- 
ing, plastering and painting. The pre- 
finished plastic facing is American Cy- 
anamid Company’s polyester resin com- 
bined with marble chips or other dec- 
orative aggregate such as oyster shell. 
Nine standard colors are available and 
special colors may be ordered at an 
extra cost of 10¢ per block. 

The blocks may be used for interior 
or exterior walls and are available in 
single or double facing, as well as end 
facing. The double-faced blocks may 
be ordered with inside and outside faces 
of contrasting texture and color. The 
developer of the plastic facing, Volz 
Products, Inc., has franchised 40 con- 
crete companies to produce and sell 
Aristocrat. The selling price of an 
8” x 16” block is about $1.14; in- 
stallation cost is 50¢ per block. Volz 
Products, Inc., Dept. AL, 8801 Page 
Ave., St. Louis, Mo. 
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Shower Door Has Plastic Panels 


Featuring low-priced vinyl plastic 
panels patterned to look like glass, a 
new shower door unit is said to be ab- 
solutely safe. It has full heavy-duty 
mirror-polished aluminum framing and 
two aluminum towel bars. Named 
Safety Maid, its high quality vinyl pan- 
els will withstand impact, maker states. 
Easily installed, Safety Maid is an ideal 
item for sale to homeowners who re- 
model or add a new bathroom. Amer- 
ican Shower Door Co., Dept. AL, 936 
N. Cahuenga Blvd., Los Angeles 36. 
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GLIDRAULIC 


PATENT PENDING 





Now for the first 

time you can offer 

your customers a top quality, 

precision-built, trouble-free hydraulic 

closer for their storm and screen doors. A 

hydraulic closer that is guaranteed for 15 years. A 
hydraulic closer that has more outstanding operating 
and sales features than any other closer. 


OUTSTANDING SALES FEATURES 


@ 15-Year Guarantee © Double latching power 
@ No Bounce—Glides Closed © Double Wind Resistance 
@ No Adjusting @ Easily Installed 





SPECIAL OFFER 


We will send you one FREE Illinois Glidraulic and pay 
you $2.00 cash for installing it on your storm and 
screen door, or if you prefer, we will send you FREE an 
X104 mounted operating display sample. 

Here’s all you do! Order 12 Illinois Glidraulics and 
return the certificate in the carton to Illinois Lock Co., 
800 S. Ada St., Chicago, Illinois and we will return $5.97 
to cover your cost of closer and installation, or the 
FREE demonstrating sample. 


Order Glidraulics from your jobber today! 








The Illinois Lock Co. 


803 S. Ada Street, Chicago, Illinois 
Circle No. 105 on Handy Cover Card 


All these people 


and 499,999,990 more 
are seeing Elmer’s 


Glue advertisements 
this year! 


Stock the line! 
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Adds Pattern to Nevamar Line 


A novelty pattern, called White Flair, 
has been added to the Nevamar line of 
decorative high-pressure plastic lami- 
nates. The new surfacing material pat- 
tern features = specks and highlights 
on a white background. A decorator- 
designed pattern, White Flair is ideally 
suited for endless uses in remodeling 
kitchens and bathrooms, for walls and 
panels, breakfast nooks and bars, as 
well as for numerous furniture items. 

Nevamar comes ready for bonding in 
sheets 1/16” thick and sizes up to 4’ x 
10’ in more than 70 different colors 
and patterns. It cleans easily and never 
needs refinishing, maker states. The 
National Plastic Products Co., Dept. 
AL, Odenton, Md. 
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Fiberglass Ceiling Panels 


Johns-Manville’s new fiberglass ceiling 
panels resemble fine leather in appear- 
ance, yet offer many cost-cutting fea- 
tures. The large non-combustible sound 
control panels can be installed quickly 
with inexpensive, grid-system supports 
and require only a minimum of main- 
tenance, it is said. 

Called Panelglas, the ceiling material 
can reduce as much as 90% of room 
noise and reflect 78% of interior light, 
maker announces. The panels are avail- 
able in 2’ x 2’ and 2’ x 4’ and are 
1%” thick. Painted white, Panelglas in- 
stalled has a su ted retail price of 
40¢-50¢ a square foot. It is ideally suit- 
ed for large area installations. Johns- 
Manville, Dept. AL, 22 E. 40th St., 
New York 16. 
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Roller Supports 82 Pounds 


A new low-cost, anti-friction roller is 
of all-nylon construction. The roller 
features nylon-to-nylon bearing surfaces 
for minimum friction and noise and is 
especially recommended by maker for 
application in metal and wood cab- 
inets, sliding doors, furniture, cam fol- 
lowers and conveyors. Each roller will 
support 82 pounds and may be fastened 
to any metal or wood member with 
a stock screw or rivet, maker states. 

Designated as No. R-750, the roller 
has an od of %” with a tread of “4”; 
other sizes will be available in the near 
future. Priced at $18 per thousand, the 
roller is available from stock. Free sam- 
ples for experiment may be obtained by 
writing to Nylomatic Corp., Dept. AL, 
West Trenton Ave., Morrisville, Penna. 
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ie Meet FUREY TAPER” in... 


\/ that give you an opening 


s2 


Ad 


profits selling Flintkote’s exclu 
pound the greatest value in roof 
profit-maker in the Asphalt 


Tap the big Tuffy Taper market in your area. Order your selling aids from your 


Attention-getting “Tuffy 
Taper’ pennants—create excite- 
ment in showrooms, windows. 


Colorful, 8-page comic book— 
perfect as a give-a-way for 
your prospects. Quick reading. 


Giant, 36” x 36” “Tuffy Taper” 
display—designed to hold an 
actual shingle. Sells all day long. 


Handy, pocket-size flip chart 
summarizes the complete 
“Tuffy Taper” profit story. 


June 8, 1959, AMERICAN LUMBERMAN AND BUILDING PRODUCTS MERCHANDISER 





Shatterproof Tub Enclosures 


A No. 400 series line of shatterproof 
plastic tub enclosures is announced. En- 
gineered to fit 4’542” x 5’ recessed tubs, 
the new line includes three models: 
No. 401, the Jubilee; No. 402, the Star 
Lite; and No. 403, the Galaxie. Units 
are available in gold or silver finish 
and are fully anodized. \Shatterproof 
plastic mesh panels are fully framed 
with matching towel bars. 

Miniature and showroom samples are 
available to dealers along with sales pro- 
motion literature. Style-Rite of Amer- 
ica, Dept. AL, Clifton, N. J. 
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A new line of reinforced fiberglass 
decorator-designed panels for residential 
and commercial use is announced. Pho- 
tograph above shows an area from the 
maker’s Our Town motif, a line drawing 
of Manhattan’s brownstone buildings de- 
signed by Edward Wormsley. It is avail- 
able in four colors or black and white, 
in 36” x 72” panels and special sizes. 

Other new patterns in the Designer 
Group Panel line include the Venetian, 


Barclite Introduces New Decorator Panels 


a stained glass motif on a silk screen 
rice paper; and the Florentine Lace, a 
silk screen lace design on a woven nat- 
ural fiber. Both designs have been per- 
manently embedded between the fiber- 
glass surfaces. The patterns are avail- 
able in both lightweight and structural 
weights. The Barclite Corp. of America, 
an affiliate of Barclay Mfg. Co., Dept. 

AL, 385 Gerard Ave., New York 51. 
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a bright new array of sales aids 
wedge for new business, greater 
sive 12" tapered strips...pound for 
ing...dollar for dollar the greatest 


shingle business. 


The Flintkote Company 


Flintkote representative or write: 30 Rocketeer Piaza 


New York 2 














Wt. of Exp. ‘ Total Weight 
Adv. Wt. Tab per Shingles Exposed Area 
Manufacturer per Sq. Shingle q. per Sq. 


COMPETITOR 325 27 oz. 135.2 
COMPETITOR 325 2634 02. 134.4 
COMPETITOR 300 272 oz. 137.6 
COMPETITOR 290 22% 02. 114.4 
COMPETITOR 210 16% oz. 81.6 
COMPETITOR 250 20% oz. 101.6 

FLINTKOTE 275 28% OZ. 141.6 

TAPER 

















*Tests conducted by recognized Research Laboratory 


MORE TO SELL IN “TUFFY TAPERS”! 
Weight comparison chart proves ‘‘Tuffy Tapers’’ provide the greatest 
protection where protection counts—the butt end of the shingle! 


America’s Broadest Line 
of Building Products. 
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Growing Uses for VisQueen Film 


The Huttig Sash & Door Co., Roa- 
noke, Va., uses VisQueen polyethylene 
film to wrap its molding stocks and 
credits the moisture-resistant film not 
only with cutting weather damage to 
zero but also with being an important 
factor in increasing sales. The high 
transparency of the film seems to en- 
hance the finish of the lumber, Huttig 
reports. The moldings are wrapped so 
that customers are able to slide individ- 
ual pieces from the stock without dis- 
turbing the cover. The balance of the 
inventory thus remains clean and dry. 


A fast-selling polyethylene, VisQueen 
film is ideal for use as a concrete curing 
blanket, windbreak to protect shrubs, 
machinery and materials tarp, field silo 
cover, enclosure for winterizing con- 
struction or storm window for poultry 





When you deal in cedar, you have a quality edge over 
other roofing materials. For natural cedar shingles add 
that vital third dimension—thickness—to their other 

attributes of good looks and long life. But always insist 
on Certigrade shingles when you buy. The genuine 

Certigrade label beneath the bandstick is your assurance of 
mill-inspected material that meets or exceeds its grademark. 


RED CEDAR 


SHINGLE BUREAU 


CERTIGRADE 
Red Cedar 
SHINGLES 


5510 White Building, Seattle 1, Washington 
550 Burrard Street, Vancouver 1, B.C. 
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houses. The film is available in all sizes, 
lots and special shipments. A complete 
merchandising package available to deal- 
ers includes in-store selling aids and na- 
tional advertising. Plastics Div., Visking 
Co., Div. of Union Carbide Corp., Dept. 
AL, 6733 W. 65th, Chicago 38. 
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Roof Cupolas & Dog Huts 


Plastic roof cupolas in contemporary 
and early American styles are an- 
nounced. Roofs are bronze color; sides 
are white. Also included in the same 
line are quonset plastic dog houses in 
two sizes, 18” x 24” and 22” x 32”, 
available kd in cartons. 

Overall height of the cupolas ranges 
from 24” to 30”; weight is from 15 to 20 
pounds. Each cupola is packed kd in a 
carton; cartons range in size from 
24” x 21” x 3” to 32” x 24” x 4” for easy 
handling by the dealer. Manufacturer 
states a cupola can be completely as- 
sembled in five minutes. All assembly 
parts including a roof pitch gauge are 
included. Attachment to the roof is 
with nails; for the attic ventilating cupo- 
la, suitable flashings are provided. 

Suggested retail prices of the cupolas 
range from $19.95 to $39.95; for the 
dog huts, $11.95 to $19.95. Maker is 
currently setting up distribution and 
solicits inquiries from building products 
jobbers and manufacturers’ representa- 
tives. The Carl A. Strand Co., Dept. AL, 
3341 N. Adams Rd., Birmingham, Mich. 
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Develops Plastic Pipe Fitting 


A new fitting which enables plumbers 
to join Carlon “D” plastic sewer and 
drain pipe with cast iron pipe by means 


of molten lead joints is announced. 
The new fitting is easily solvent welded 
to the plastic pipe. Normal procedure 
for making a hot lead joint is then fol- 
lowed to obtain a permanent connection 
with the cast iron. The metal pipe is in- 
serted in the fitting, packed in with 
oakum and then wrapped with an as- 
bestos rope. The asbestos is firmly 


(continued on page 84) 
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THIS CHAIN OF SALES-PRODUCING 
SAMPLES HOLDS MORE THAN 70 
DIFFERENT COLORS AND PATTERNS IN 


NEVAMAR 


HIGH-PRESSURE LAMINATES 


The NEVAMAR chip-chain, showing all the new colors and patterns 

in the line, can be a real sales-producer for you. It includes 

a variety of designer-created novelty patterns and a selection of 
choice wood-grains — patterns for kitchens, bathrooms, breakfast 
bars, wall panels and fixtures. NEVAMAR is the surfacing material 
that stays beautiful with little care . . . never needs refinishing. 

Show your customers the actual samples and you'll make sales with ease. 


Here’s How To Get Your NEVAMAR Chip-Chain 


Look in the Yel- 
Find Your low Pages and 


Distributor Under contact your 
“Plastics” in The nearest NEVA- 


| ‘Yellow Poges'| MAR distributor... 
or write directly 
to us. 


NEVAMAR conforms to \& 
NEMA Specificotions 


17 NATIONAL eis React Concang 


Saran and Nylon Filaments —Nevamar High-Pressure Laminates —Wynene Extruded and Molded Products 
ODENTON, MD. « NEW YORK, N.Y. ¢ LONG BEACH, CALIF. « MIAMI, FLA. « CHICAGO, ILL. ¢ DENVER, COL. « PORTLAND, ORE. 


Charlotte, N.C.: 5640 Wedgewood Dr. ¢ Jackson, Tenn. : 112 iris Road © Indianapolis, ind.: 6479 River View Dr, 
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clamped in place and the hot lead 
poured. Final tamping of the lead in- 
sures a tight seal. 

Carlon “D” plastic pipe is lightweight, 
root-proof and non-absorbent, says 
maker. Its smooth interior finish pro- 
vides good flow characteristics and the 
smooth solvent weld joints prevent 
hanging spots in the line. A complete 
line of plastic fittings for the pipe, in- 
cluding wyes, elbows, tees and coup- 
lings also are available from the man- 
ufacturer. Carlon Products Corp., 
Dept. AL, P. O. Box 133, Aurora, Ohio. 
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BUILD YOUR BUSINESS 
WITH SEASONAL IMPULSE SALES 


A Surface Treatment for Wood 


Indoor window sills and window trim 
utilizing the new Hartglas Surface are 
in production. Other products being 
readied include outdoor door sills, win- 
dow sill covers (for wooden sills al- 
ready in place), prefinished lumber, 
wall panels and table tops. 

The Hartglas Surface is molded of 
glass fiber-reinforced Plaskon polyester 
resin. The covering is applied under vac- 
uum followed by heat and pressure, 
causing the resin to penetrate deep into 
the interior of the wood. The result is a 
weather, stain and abrasion resistant top 
surface of great strength. Too, the sur- 
face is more flexible than wood, maker 
says. Bending, rough handling or abuse 
will not delaminate the surface unless 





permits the immediate 
featuring of specials 

—can be your most 

effective means of getting 
new customers. New attention 
compelling messages 
arranged in a few minutes. 
The coupon will bring you 
free data file on this powerful 
means of point-of-purchase 
promotion. 


435 S. Hoyne Avenue 


NAME 
FIRM- 
STREET___ 


CiTY & STATE 
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Fabricated and erected for the Forkner-Manger 
Lumber Company of Anderson, Indiana by the 
Diskey Advertising Company, Marion, Indiana. 


WAGNER SIGN SERVICE, INC. 


Please send free data file on Changeable Copy Boards 


| 


Chicago 12, Illinois 


pov wood subsurface is ruptured, it is 
said, 

The surface material permeates a 
decorative layer, an additional layer of 
glass fiber and continues into the wood 
itself. The decorative layer, which is 
available in marble or realistic wood- 
grain patterns, masks all unsightly fea- 
tures of the wood, enabling inferior 
woeds to be utilized at considerable 
savings. The Hartglas Co., Dept. AL, 
1302 Expressway Drive, Toledo 8, Ohio. 
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Resists Weather and Fading 


Alsynite’s new line of Superglazed 
panels offers superior weather resistance, 
improved color stability and increased 
load and flexural strength. In testing the 
effects of the equivalent of six to eight 
years of weathering, ordinary panel (left, 
above) shows exposed fibers and dis- 
coloration as well as loss of surface 
gloss. Alsynite Superglazed translucent 
fiberglass panel (right) looks like new 
despite identical weathering, announces 
maker. Alsynite Co. of America, Dept. 
AL, 4654 De Soto St., San Diego 9, 
Calif. 
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(continued on page 86) 


Ah-h-hh. . Something New Again 
Turn to back cover for a time-saving, 
brand-new idea in inquiry cards for 
busy dealers. 
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ORE SWINGLINE 
STAPLE GUNS SOLD 


: 
ag 


New! automatic 
STAPLE DISPENSER 


Stand this new dis- 
penser box on the 
counter near the cash 
register...or hang it 
on a wall. Remem- 
ber! The sensational 
business you build 
with SWINGLINE’s 
101 enables you to 
automatically 
build a fabulous 
repeat business 
in staples! 


WORLD'S LARGEST MANUFACTURER OF 


STAPLERS FOR 
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BUILT-IN STAPLE 


EXTRACTOR AND EXCLUSIVE 


PUSH-BUTTON LOADING PLUS HANDLE LOCK! 


Here’s the staple gun all your customers want 
...8ales prove that!...and at a sensationally low 
$4.95! The rugged, heavy-duty steel SWINGLINE 
101 Staple Gun delivers as much driving power 
as machines twice its size and weight! Takes 
two staple sizes: ‘/16” and 5/is”...performs actually 
hundreds of tacking jobs including insulating, 
carpentry and upholstering! Gun positively 
will not jam! Don’t delay. SWINGLINE offers 
you immediate delivery — 

for immediate profits! 

—on all quantities, 
3 colors! 


For complete information, contact 


HOME AND OFFICE! 








PRE-SOLD TO 
MILLIONS! Tie-in with 
SWINGLINE’S Spring 
Hardware Week Promo 
tion...and Tie-up sales! 
You get window stream- 
ers, store pennants 
newspaper ad mats 
local publicity and na 
tional advertising in 
Saturday Evening Post 
Popular Mechanics 
Popular Science, Me 
chanics Illustrated 
Farm Journal & cthers 


Swinglne'me. 


Long Island City 1, N. Y 
in Canada: Saxon Office Equipment, Ltd., 156 Evans Avenue, Toronto 14, Canada 
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NEW PLASTIC PRODUCTS 


(begins on page 74) 





Fittings Broaden Pipe Uses 


New fittings and flanges now avail- 
able for Bondstrand reinforced plastic 
pipe include 90° and 45° elbows, tees, 
couplings and other fittings for either 
threaded-end or plain-end Bondstrand 
Pipe. Fittings for the latter are con- 
nected by a patented locking wedge 
feature. Ductile iron flanges with the 
locking wedge feature also are in stock. 
These are designed so the piped contents 
cannot contact the iron, says maker. A 
second type of flange now being per- 
fected will be made entirely of the Bond- 
strand material. Under test and soon to 
be released are flanged and Victaulic- 
type fittings made entirely of fiberglass 
and epoxy. 


Bondstrand plastic pipe comes in rigid 
20’ lengths in 2” and 8” diameters. 
Larger sizes are available on special 
order. Outside pipe diameters exactly 
equal to those of standard. iron pipe 
permit interconnecting with other lines 
and equipment. Strong and very light 
weight, the pipe is easily cut and 
joined in the field and requires no spe- 
cial tools, maker states. Amercoat Corp., 
Dept. AL, 4809 Firestone Blvd., South 
Gate, Calif. 
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Wall Tile for Bathrooms 


Formica Wall Tile, made in 10” 
squares, is especially designed for ap- 
plication in bathrooms. The tiles are 
Formica laminated plastic produced in 
a thickness to provide flexibility for easy 
installation. Packed 50 tiles to a box, 
six boxes to a carton. Each box contain- 
ing nearly 35 square feet of material 
is only 2%” thick and weighs 11 pounds. 
Enough tile for six average bathrooms 
can be carried in the trunk of a car. 

The wall tile is available from For- 
mica distributors in eight attractive bath- 
room colors and patterns including a 
checkerboard treatment of gold-flecked 
aqua and white sequin. Application cost 
is estimated at 30¢ per square foot. 
This permits an installed cost including 
tile adhesive and tile contractor profit 
of $1.30-$1.50 per square foot, maker 
states. 

A new adhesive, formulated for use 
in applying Formica Wall Tile, may be 
sprayed, brushed or rolled on and has 


a built-in application guide. It is milky- 
aqua as it comes from the container; 
dries to a transparent green when ready 
for application. A quart will cover 70 
square feet or 100 tiles; a gallon covers 
280 square feet or 400 tiles and a five- 
gallon container covers 1,400 square 
feet or 2,000 tiles. Suggested retail prices 
of Formica Wall Tile Adhesive are: 
quart, $2.50; gallon, $8.50; five gallons, 
$8.25 per gallon. Formica Corp., Sub. 
of American Cyanamid Co., Dept. AL, 
4614 Spring Grove Ave., Cincinnati 32, 
Ohio. 
Circle No. 221 on Handy Cover Card 
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Superior 
Plaster Colors 


HIGH PROFIT-FAST MOVING 


Assorted —_ 
Sizes Size 


Now! SELL PLATED WASHERS 


in Transparent 
Plastic Tubes 


The world’s largest producer of wash- 
ers now enables you to offer clean, 
rust-resistant, — washers to your 
customers in clear, transparent plastic 
tubes with bright red caps. Single sizes 
(3/16”, 1/4”, or 5/16”) packed approx. 
36, 24 and 15 washers per tube respec- 


tively, 24 tubes per box. Assorted popular sizes packed 
es 26 washers per tube; 15 tubes per box. 
ere is an attractive impulse sales unit that you can 


display and merchandise to the limit. 

ORDER FROM YOUR JOBBER 
WROUGHT WASHER MFG. CO. 
The World's Largest Producer of Washers 
2203 SOUTH BAY STREET . MILWAUKEE 7, WISCONSIN 
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SMITH’S PLASTER COLORS 


Packaged and 
Priced Right to Sell 


The original small package line of 
color. LIMEPROOF—SUNPROOF, 
FADEPROOF. Used for interior 
plaster or exterior stucco, for color- 
ing texture materials or cement 
base paints. Manufactured in 18 
beautiful decorator shades. 





DEALERS! BUY DIRECT 


VITALITE 


Bs rgtecentgéer PANELS 
THE “NEW LOOK” THAT SELLS 


Translucent Fibreglass’ panels—corrugated 
or flat—in an endless array of colors and 
textures, add striking rmanent beauty, 
to any home, store, office or plant. Sell 
it for patios, carports, partitions, window 
walls, shutters, skylights, overhangs, en- 
closures, etc. ideal for colorful non-break- 
able window glazing. Vitalite will SELL 
for you, wherever it is used. 

Write or phone for complete details. 
UNITED PLASTIC PRODUCTS CO. 
Dept. AL, Rte. 130, Florence, N. J. 
HYacinth 9-0591 
We manufacture the products we sell. 


Smith’s colors are color matched, 
never deteriorate, warehouse set or 
pack. For safety, stock and sell 
Smith’s Colors for the Builder. 


Six decorative, 
sift-proof, 

dust-proof boxes 

in each handy carton. 


Nationally known manufacturers of . . 


Smith’s Floor Enamel (rubber-base), Portland Cement Paint, 
Cement Colors, Mortar Colors, Smith’s Topper, the sprinkle-on, 
ready-mixed Cement Color with built-in hardeners, wetting 
agents, aggregates and color and Smith’s Topper Wax and Color 
Restorer. 


WE PAY THE FREIGHT—ORDERS SHIPPED THE SAME DAY RECEIVED 


GEO. B. SMITH CHEMICAL WORKS INC. 


Maple Park, @ Telephone Maple Park 7-3221 
Established 1920 
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' COMPARE THEM ALL-YOU'LL SEE 


* M-F HAS THE Right Approach 
. TO VERSATILE YARD EQUIPMENT 


The scope of work you do with the M-F Work Bull Fork 
Lift far exceeds any other machine in its class. It lets you 
operate in rough or muddy areas — goes anywhere a tractor 
will go. 
With its many attachments such as 20’ extension mast, 
material bucket, load clamp, block tines with side shift, log 
hook, or scrap grab, you can spot a wide range of material just 
where you need it for time-saving efficiency. Angle dozer lets 
you maintain your yards or clean up after the job is done. 
Capacity of 4,000 pounds at 24” load center. Tilts 20° ag gat Jar 
forward, 10° back. Controls right at your finger-tips. oe Pht. ceuhasl tle 
For a customer-proven machine that pays off on a variety The Work Bull 1001 Multi-purpose 
of jobs —see the Work Bull Fork Lift, and ask about other Tractor-Loader has a wide variety of 
versatile M-F Industrial Equipment. Write for free literature uses. Has instant reversing for speedy 
and name of nearest dealer. operation — no clutching or shifting. 


ilies 


Work Bull 100! Work Bull 303 with $00 Loeder and Devis Backhoe Work Bull 202 with Down Loader end Backhoe itt 


MASSEY- FERGUSON 
INDUSTRIAL DIVISION 


1009 SOUTH WEST STREET ¢ WICHITA 13N, KANSAS 
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“Our Ford T-800 delivers 2 houses per 
trip—helps us cut costs all around!” 


says Frank Braithwaite 


Yard Superintendent, Erb Lumber Co. 
Royal Oak and Livonia, Michigan 


"Total maintenance expense during the 
past year of operation was only $286. 


“Our Ford Tandem platform-dump pulls a 4- 
wheel roll-off trailer and can deliver all the 
material to rough in two houses every time it 
leaves the yard. We use fork lift trucks to as- 
semble each house order into two packs, which 
are then loaded on the delivery trucks with a 
high-lo unit. This not only makes our yard oper- 
ation more efficient but also greatly reduces the 
loading time. Our T-800 driver has delivered as 
many as eight houses in a single day. 


“We need a big. truck to handle these heavy 


loads since we deliver right to the job site. Our 


experience with this Ford Tandem has convinced 
us that it’s the right truck for our work. A check 
of all the bills at the end of the year showed 
that it was ahead on all counts—operating ex- 
penses were lower than any of our other units 
and total maintenance cost including tune-ups, 


switching tires, etc. was only $286.00. 


“The only true way to gauge costs is to check 
them against production. We've done this and 
the results prove Fords are our best buy! Our 
business is expanding all the time and we intend 
to add one or two trucks each year until we are 
100% Ford.” 
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FORD TRUCKS COST LESS 


LESS TO OWN. 


.. LESS TO RUN. 


. LAST LONGER, TOO! 


All tests 
conducted and results 


CERTIFIED 


by America’s foremost 
independent automotive 
research organization* 


Now! 
CERTIFIED PROOF 
FORD TRUCKS 
COST LESS 


ae en ne on ae ee on 248 


*NAME AVAILABLE ON REQUEST 

Send inquiry to: P.O. Box 2687 

Ford Division, Ford Motor Co. 
Detroit 31, Michigan 
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‘5Q Ford Pickups beat average 
mileage of other leading makes by 
25.2% in Economy Showdown U.S.A. 


Here at last is certified proof of the differences in gas 
mileage between six-cylinder pickups . . . evidence 
that you can use in your operation. 


It was compiled by America’s foremost independ- 
ent automotive research firm after testing 1959 six- 
cylinder, 4-ton pickups of the six leading makes. All 
trucks were bought from dealers—just as you would. 


The tests paralleled every kind of driving — high 
speeds and low, open highways and city traffic, even 
door-to-door delivery. And in every test, ‘59 Ford Sixes 
delivered more miles per gallon than any other make. 
Here are the actual percentages: 





HOW NEW '59 SIXES RATE IN GAS MILEAGE 





07 of oF oF o7 of 
25.2% 31 1 fo 9.6% 42.6% 22.0% 25. /o 
more miles | more miles | more miles | more miles | more miles | more miles 
per gallon | per gallon | per galion | per gallon | per gallon | per gallon 
than Make | than Make | than Make | than Make | than Make than the 


oer sayy? “Gg” “p” ase average of 


all makes 





























Taken together, Ford got 25.2% more miles per gal- 
lon than the average of all other leading pickups! 


What's the secret of Ford’s economy? First, of all 
pickup sixes, only the Ford Six has modern Short 
Stroke design which reduces engine friction and thus 
requires less fuel. Second, to this modern engine, Ford 
has added a new economy carburetor to meter fuel 
more precisely in both high- and low-speed ranges. 


See your Ford Dealer for the complete report of 
Economy Showdown U.S.A. Visit him today and get 
the whole story firsthand. 


NOW! DURING DIVIDEND DAYS AT YOUR FORD DEALER’S... 


Go Ford ward for savings 
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Dealer 
Sales 
Control 


PLANNING LAND DEVELOPMENT for ‘‘sweat equity” low cost 
homes is “Friendly Frank’’ Maher, foreground, and licensed 


engineer-surveyor Bill Arvin. 


Land Control 
Part 3 


Small-City Dealer Sparks Seven 
Subdivisions, Controls Materials Sales 


Back of this phenomenal record is the Louisiana (Mo.) Lumber Co., 
which departed from its traditional operating methods to sell what 
people want in the way they want to buy it. 

DSC—dealer sales control—is the basis of the firm's new pro- 


gram. And Louisiana folks love it. 


More homes were built in Lou- 
isiana, Mo. (pop., 4,300) in the past 
10 months than in all the preceding 
10 years. One way or another, the 
new homes around town stem from 
the work of the Louisiana Lumber Co. 

Instead of selling only lumber and 
materials, the firm now sells the com- 
plete home package—the lot, the ma- 
terials and the skilled building labor. 
If you already own a home, you 
can trade it in on a new one, under 
the lumberyard’s plan. 

Managed by Mrs. WillElla Maher, 
president (locally known as The Mis- 
sus) and her husband Francis (“Friend- 
ly Frank”), the Louisiana Lumber Co. 
has more than 100 acres under de- 
velopment, plus 22 homes built in all 
price ranges since August, 1958, when 
the new sales plan began in earnest. 

Fifteen homes are under construc- 
tion now. From May 11 through May 
19, this year, Mrs. Maher sold eight 
new homes—one every day! 

Major results. The benefits of this 

dealer’s sales control program include 
the following: 
* The city’s 14 contractors are prof- 
itably busy. The yard does some bus- 
iness with contractors who sell and 
build their own houses; it also gets 
the materials sales for homes built 
for Louisiana Lumber Co. customers. 
* Seventy percent of the yard’s bus- 
iness is in tickets over $300; 
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* Average sales per lumberyard em- 
ploye per year is well over triple the 
national average of $35,000. 

* In this city of 4,300 people the 
company has over 500 active open 
accounts; the yard’s volume is more 
than double a year ago. 

“We're the only company in town 
with three telephones,” claims man- 
ager Ted England. 

“We tried all kinds of merchan- 
dising,” says yard superintendent Al 
Travis. “None of it worked as we 
had hoped until the present plan was 
started. Now we’re on Our way.” 

Louisiana is like so many small cit- 
ies: few available lots for home build- 
ing, plus an almost complete lack of 
modern home financing. The city’s 
contractors found themselves con- 
stantly working “hand-to-mouth.” 
There wasn’t enough work generated 
naturally to keep them going at a 
steady, profitable pace. 

The Louisiana Lumber Co. plan 
solves these problems. Hilly orchard 
land at the edge of town was devel- 
oped into home building sites. Mod- 
ern low down-payment financing was 
brought in from a dozen outside cit- 
ies. The opportunity to improve liv- 
ing conditions, plus the staff's obvious 
know-how, brought new home pros- 
pects out of hiding. 

Many of Louisiana Lumber’s home 
prospects and buyers are coming 


from the ranks of employes of the 
nearby 600-man plant of Hercules 
Powder Co., living in company-owned 
rental houses, as well as from other 
industries attracted by the city’s In- 
dustrial Development Corp., a civic 
group. 

Broke with tradition. “Perhaps we 
wouldn’t have broken with lumber- 
yard operating tradition if we hadn’t 
gotten angry when a contractor came 
in here from out of town to build 
some houses,” said Maher. “We wrote 
the paper about it. We said if an out- 
of-towner can do it, we who live and 
work here can do it better. It worked 
out that way, for the out-of-town con- 
tractor didn’t complete his plans and 
we are now building on some land he 
began to develop.” 

Available land for home building 
around Louisiana, Mo., is difficult to 
develop—rocky and hilly. 

“But it makes spectacular building 
sites which sell fast,” reports Friendly 
Frank. “We’d rather work on land 
like we have than on flat land.” 


Cost of land. There is no general 
figure which the Mahers can quote on 
purchase cost of land per acre. For 
the most part, the firm’s most recent 
developments are in_ rocky, hilly 
ground which might be thought un- 
suitable for home building. Arrow 
Acres has six acres and River Ridge, 
just above it has eight acres. Valley 
Forge has 52 acres and Huckleberry 
Hill, which will be devoted to low 
priced “sweat equity” homes, has 38. 

Considering the varying costs of 
land and development, Friendly says 
the average cost to Louisiana Lumber 
per developed building lot is about 
$500. Market price of these lots, de- 
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The Louisiana Lumber Co. Brings Housing Boom To Tewn 
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- Wats: HOMES # 


_; LOUISIANA LUMBER Co, 
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COMPANY-OWNED equipment valued at $25,000 help cut BILLBOARD TELLS STORY, produce many in- 

the cost of land development. In the background is the quiries each week. Small sign says: ‘Louisiana 

company’s Arrow Acres development. Lumber Co. planned and produced all of these 
picturesque homes."’ 
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TED ENGLAND, lumberyard manager, helps MRS. WILLELLA MAHER, president of Lovisiana Lumber, 
home prospect select a view home site in the helps load new tract sign outside the lumberyard. The 
yard’s newest development, Valley Forge. company has seven developments underway or planned. 


CONTRACTOR PAUL MUFF, right, with some 
of his craftsmen, benefits from Louisiana Lum- 
ber’s land development and home building 
work. He's assured continuity of work, makes 
good money. 
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“THE MISSUS”, left, with Mrs. Eugene Ander- NO SPECULATIVE HOMES are built by Louisiana Lumber. ‘When we start 
son, a home buyer, get a first look at the one, it’s sold almost at once,"’ explains ‘‘Friendly’’ Frank. Mississippi 
builtin for Mrs. Anderson's new home. River view helps sell. 
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DRYWALL CONTRACTOR Richard Stephens, seated, left, 
checks job details with manager Ted England. At the 


counter, Pearl Dryden waits on store trade. 


pending on location, ranges from 
$1,000 to $2,500. Raw land costs the 
Mahers $300-$400 per acre. 

“If we were building on flat land, 
the original purchase price would tend 
to be higher, but our development 
costs would be less,” he says. “The 
final cost of the finished building site 
would be about the same.” 

In laying out lot lines, Friendly 
finds his home buyers prefer lots that 
are closer to square than rectangular. 
His lots are not less than 70’ wide. 
The square-ish lot gives ample front 
yard for proper display of the house, 
ample side yard to give good separa- 
tion of one house from its neighbors, 
and just enough back yard to be use- 
ful, yet not so big as to be a burden. 

Land is developed with machines 
owned by Louisiana Lumber, follow- 
ing plats drawn by a licensed sur- 
veyor working under Maher’s guid- 
ance. 

“Earth moving is the cheapest thing 
you do, even at $15 per hour for a 
dozer,” says Friendly. “For $15 we 
get one house ‘plateau’ scooped out 
of a hill. Doing our own earth mov- 
ing costs us a third less than con- 
tracting it out.” 

Construction. Local contractors su- 
pervise erection on a fixed fee per 
square foot of house, with Louisiana 
Lumber Co. assuming all their pay- 
roll and other costs. The faster the con- 
tractors erect houses, and the fewer 
call-backs they make, the more money 
they make. Louisiana Lumber under- 
takes to keep them continuously busy. 

Prefabs. To speed construction and 
make selling easier, Louisiana Lum- 
ber is selling prefab houses. 

“With prefabs we can build 50 
houses per year with no more over- 
head than we have now with 15 
houses going,” manager Ted England 
said. “Prefabs are easier to sell be- 
cause it is simpler to ‘package’ our 
sales presentation and make imme- 
diate quotations.” Most of the prefabs 
are in the lower price bracket, al- 
though a few are higher priced homes. 

Financing. To solve the local fi- 
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nancing problem, the Mahers con- 
tacted lenders as far away as 100 
miles. They first sent a letter, then 
made personal contact with those 
lenders who expressed an interest in 
the yard’s housing program. 

Selling methods. Sales emphasis is 
placed on five designs. These are com- 
pletely priced out in the firm’s price 
book, including alternates. Any one 
of them can be delivered to a buyer 
in six to eight weeks. They range in 
price from $9,750 to $13,950. 

In addition, custom designed houses 
in higher priced brackets, plus a line 
of deluxe prefabs, are offered. 

One $50,000 house is soon to go 
up. “This house was sold as a result 
of our listing under ‘Real Estate’ in 
the yellow pages of the telephone 
book,” said Leonard Murta, sales 
manager. 

Maher said that the five low-cost 
homes cover the needs of 90% of 
prospects. “If a man makes $400 a 
month he is eligible for the two low- 
est priced models. We determine his 
finances early in the interview,” he 
said. 

Strongest selling tool is word-of 
mouth advertising by families occu- 
pying Louisiana Lumber homes. A 
prospect is given a list of such families 
and invited to interview them himself. 

Selection of a building site in one 
of the company’s subdivisions is made 
at the same time the home plan is 
selected. Simultaneously, the financ- 
ing is worked out. 

Any of the five homes can be pur- 
chased on a “sweat equity” basis with 
the buyer doing part of the work. On 
the $11,000 house, one recent buyer 
saved $1,500 by doing some of the 
interior finish ard painting. A_reg- 
ular series of price credits for such 
“sweat equity” jobs is contained in 
the firm’s price book. 

Frequently, Louisiana Lumber 
salesmen check their customer inter- 
views by making tape recordings, then 
playing them back to see how they 
could have been improved. 

Promotion. Four methods are used 


ON MAIN STREET is Louisiana Lumber's 


Home Improvement Annex. 


regularly to promote Louisiana Lum- 
ber home building and land develop- 
ment: 

(1) Personal contact. “Our sales 
staff talks to at least five prospects 
for homes each day, plus phoning at 
least 10 more, and the rest of us do 
the same,” says Friendly. “We see 
little sense in lumbermen spending all 
their time interviewing suppliers’ sales- 
men; we spend our time selling, not 
buying.” Both Mr. and Mrs. Maher 
are active in the Louisiana Industrial 
Development Corp. He is active in 
Rotary. The nickname, Friendly, at- 
tracts attention. 

(2) Letters to the paper. The Ma- 
hers often write letters to the local 
paper commenting on local affairs. It 
was one of these letters which creat- 
ed the response starting the company 
on its land development and home 
building work. 

(3) Advertising. Regular ads are car- 
ried in the newspaper and telephone 
directories of the area. Maher signs a 
regular personal comment column 

(continued on page 94) 


FLOOR COVERINGS, including carpeting, 
are sold by Louisiana Lumber. Mrs. Em- 
erson Creamer, left, shows carpeting 
sample to a home planner. 
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FLOWER BED BORDER 





























Make your hardware store 


“HOME FIX-UP” 
HEADQUARTE 


GATES AND LAWN FENCE 
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HAROWARE CLOTH 














with the complete line of (ss) Cyclone Hardware Products 


UMMER Is the “fix-up” time when cus- 

tomers will be shopping your store for 
products to make the outside of their homes 
more attractive and useful. And many of the 
items they want will be found in the com- 
plete line of Cyclone Hardware Products. 

USS Cyclone Hardware Products are 
high-profit, fast-moving items. Because they 
are a well-known, integrated line, with great 
customer appeal, the sale of one product 
often leads to another purchase. For ex- 
ample—the customer who comes into your 
store for Cyclone Lawn Fence often buys 
Cyclone Gates or matching Flower Bed 
Border as well. Or here’s another case. The 


USS AMERICAN MERCHANT PRODUCTS INCLUDE 


man who comes in for a Cyclone Burner 
Basket may well buy Cyclone Hardware 
Cloth to reinforce his basement window 
screens or screen door panels. And very 
often this extra sale is made with little or 
no effort on your part, especially when you 
stock all these Cyclone Hardware Products 

. and put them together in one eye- 
catching, related display. 

Get ready for big business this summer. 
Build up your stock of USS Cyclone Hard- 
ware Products. Get more information and 
display ideas from American Steel & Wire, 
614 Superior Avenue, N.W., Cleveland 13, 
Ohio 


USS, American and Cyclone are registered trademarks 


American Steel & Wire 
Division of 
United States Steel 


United States Steel Export Company, N; Y¥ 


: Cyclone “Red Tag” Lawn Fence and Flower Bed Border - Hardware Cloth - Catch-all Baskets 


Lawn Gates « American Fence, Gates and Posts - American Baler Wire- American Nails - American Hex-Cel Poultry Netting» American Barbed Wire 
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EACH BLADE — 


Top Quality 
The Best in Blades 
Since 1880 


EACH BLADE — 


Painted, Looks Good, 
No Rust, No Scale 


Isl 


ALL BLADES — 


Factory Guaranteed 


Ask your jobber for GRIFFIN 
HACKSAW BLADES, COPING 
SAW BLADES, SCROLL 

SAW BLADES; or write for 
additional information and 
dealer prices. 


SNOILD3S WNIG3W 
ONY 3did SL108 SLND 


PT, 


G. W. GRIFFIN COMPANY 
Franklin, New Hampshire 
Sales Representatives 
John H. Graham & Co. Inc. 

105 Duane Street, New York 8, N. Y. 
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SEVEN SUBDIVISIONS 


(begins on page 90) 





which vies for readership with the 
best-read editorial features. 

Listings under 10 headings in the 
local telephone book bring in_busi- 
ness. A five-minute TV spot is used 
twice weekly on the area’s TV sta- 
tion. This spot is introduced by the 
music of “Louisiana Hayride,” the 
Mahers theme song. The Mahers ap- 
pear “live” to do the commercials. 

(4) Eye-catching roofs. All Lou- 
isiana Lumber houses have white as- 
phalt shingle roofs. Each owner is 
given a special mail box with his name 
lettered on it. 

Follow-up sales. Every home buy- 
er gets a Louisiana Lumber Co. 
credit card, plus a life-time 5% dis- 
count on future purchases. 

“In five years these folks will spend 
an average of one-third of their orig- 
inal home cost on improvement,” 
Friendly Frank said. “We are cre- 
ating our own future audience of 
lumberyard customers.” 

The unique discount plan for home 
buyers will help build store sales. “We 
would like to develop our store busi- 
ness to the point we’re reaching in 
our land development and new home 
building,” said The Missus. “All of 
us are so busy that we haven’t the 
time to go after the strictly small-unit 
business we know is here. If we had a 
retail merchandising expert with us, 
we'd be able to round out our oppor- 
tunities to serve the community.” 

A great array of merchandise is 
jammed into the company’s main 
store at the yard, with little organized 
display as yet. A second retail store, 
called Louisiana Lumber’s Home Im- 
provement Annex, is located on the 
main street a block away from the 
yard. But even here the Mahers feel 
they need help. 

Handled in the Annex are wall- 
paper, paints, draperies, carpeting, 
water heaters and flooring. Annex 
personnel guide a new home or home 
improvement prospect to the main 
store for handling by either Mr. or 
Mrs. Maher or manager Ted England. 





Profits from DSC 

Dealer Maher of Louisiana 
(Mo.) Lumber Co. was asked 
what profit he gets from the 
various parts of his “DSC” 
(Dealer Sales Control) program 
—profits on land, profits from 
building, profits from the build- 
ing materials sales. 

“These vary so much with 
every house and tract that it is 
impossible to give any precise 
figure until we have had a year’s 
experience,” he said. “But I can 
definitely say the operation is 
profitable.” . 








LUMBER MAP 


OF FINE 


NORTHERN 
HARDWOODS 


pake + 7 SUPE R10p 


LA 
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For more than half a century Northern 
Woods have been recognized for their 
high quality and satisfactory service. 
Today's products of the Northern region 
are better than ever—well-manufactured, 
accurately graded, properly dried. Con- 
sult the firms on this column for your re- 
quirements in all Northern Woods. 





Goodman Lumber Div., Calumet & Hecla, Inc. 
Sales Office: GOODMAN, WISCONSIN 
Mills at: Goodman, Wisconsin and Mohawk, Michigan 


Northern Hardwoods, Hemiock, White Pine and Bass- 
wood, Hardwood Dimension, Planing Mill, Dry Kilns 
Rotary Cut Veneers 





*+J, W. Wells Lumber Co. . . Menominee, Mich. 


Hard Maple and Oak Flooring. Strip, Herringbone, 
Block patterns. Custom kiln drying. Upper grades 
Hard Maple and Birch lumber, rough. 





Marshfield & Park Falls, 
Wisconsin 


*Roddis Plywood Corp. . . 


Roddis Lbr. & Veneer Co. of Mich., Ironwood, Mich. 
Roddis Lb. & Veneer Co., Ltd. 

Savit Ste. Marie, Ontario, Can. 
Complete stock N. Hdwds., Hemlock, W. Pine, Ce- 
dor Pred., Maple, Birch, Fig. Hdwd. Ven‘r’d Doors. 

Plywd. Modern Dry Kiln facilities. 





tMember Maple Flooring Mfrs. Assn. 


*Member Northern Hemlock & Hardwood Mfrs. Assn. 
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USE WP NUMBERS ON 
YOUR MOULDING ORDERS 


you do not have a copy of the WP 
““Westerh Moulding Patterns'’ booklet, 
check coupon on right and it will be sent 
promptly. This new booklet is the result 
of moulding standardization by the West 
Coast Lumbermen's Association and 
Western Pine Association. 


..-Wall chart on new 
Western Moulding Patterns...FREE! 


This new, big (25”x 38”) chart shows profiles of WP 
mouldings, along with brief where-to-use sugges- 
tions. Save time, and increase sales, by displaying this 


colorful chart in a prominent place. Order your free 


copy today! Use coupon below. 
WESTERN PINE REGION WOODS 


Idaho White Pine + Ponderosa Pine + Sugar Pine 
White Fir + Incense Cedar + Douglas Fir + Larch 
Red Cedar + Lodgepole Pine + Engelmann Spruce 


WESTERN PINE ASSOCIATION 

Yeon Bldg. * Portland 4, Oregon 
C) Please send me my free copy of the big wall chart on Western Moulding Patterns, 
C) Please send me a copy of the new booklet “Western Moulding Patterns”, 

l enclose 25c, 


Name__ 
Address_— = lies 


City Zone. State 
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Dealer Sales Control Through Land 


Dealers Tell How They Use 
Land Control as Sales Tool 


Cincinnati dealer says land control is a ‘‘must.'’ Georgia dealer 
says it goes ‘‘hand-in-glove’’ with materials business. ‘‘Sells 
more building materials at a profit,’’ says Oklahoma dealer. 


Development and sale of building 
lots as a powerful sales tool in selling 
new homes is practiced by hundreds 
of dealers throughout the country. 

A spot check by American Lumber- 
man reporters uncovered dealer activ- 
ity in land development in about 
every area excepting southern Florida, 
Denver and Los Angeles. 

Although most dealers admitted 
that land control raises new operation- 
al problems, only one dealer opposed 
the principle. 

Some dealers said they had been 
active in land development for over 
20 years; others have gone into it in 
the last two or three years. A Pennsyl- 
vania dealer reported an inventory of 
$100,000 in undeveloped lots while a 
Cincinnati retailer estimated his cur- 
rent raw acreage at $175,000. The 
latest fiscal report by a Salt Lake City 
dealer showed $204,296.04 on the 
books in raw land. On the other hand, 
many dealers pick up just a few lots 
at a time. 

Reasons why. Why do lumber deal- 
ers become active in real estate? This 
is how they explain it. 

_ “Land selling to builders goes ‘hand- 
in-glove’ with the building materials 
business,” asserts John Williams, presi- 
dent, Williams Bros. Lumber Co., 
Atlanta, Ga. 

_ Officers of the company have 
formed several separate companies, 
which buy and “finish land” for sale 
to builders. Several subdivisions have 
been developed since the executives 
of the firm began their land opera- 
tions with separate companies in the 
early 1950’s. 

“We try and keep 30-40 lots de- 
veloping at one time,” explained Wil- 
liams, who said the firm expects the 
builders to give Williams Bros. an 
opportunity to furnish the materials, 
although this is not an iron-clad rule. 

“We pick the builders we want to 
do business with and stick with them,” 
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Williams commented. He said the firm 
currently has four subdivisions under- 
way. Usually a new company is 
formed for the development of each 
subdivision. 

Williams has found it best to keep 
four or five- builders active in one 
subdivision so that a few houses are 
completed at the same time, instead 
of the entire development. He ended 
on this note of caution: 

“It doesn’t necessarily follow that a 
successful building materials dealer 
will be successful in selling land to 
builders. It takes a knowledge of real 
estate and financing to handle land 
transactions profitably.” 

A. L. Orwoll, sales and promotion 
manager for the Peavey Lumber Yards, 
Minneapolis, reported his firm has 94 
scattered lots and is developing a 30- 
acre tract in nearby New Hope. The 
firm will install the utilities, build 
roads and otherwise prepare the land 
for Peavey-built homes. 

Good potential profit. “Land con- 
trol is good for the dealer,” declared 
Orwoll. “If the dealer owns the pro- 
perty, he can choose his own customer 
and the buyer is obligated to buy his 
materials from the dealer. It’s a 
greater outlay of money at the start, 
but the potential profit is much 
greater.” 

Otherwise, Orwoll pointed out, the 
dealer finances both the contractor 
and sub-contractor and it’s frequently 
the dealer who gets stuck with out- 
standing accounts. 

Another Minneapolis dealer, Clar- 
ence Scherer, owner, Scherer Bros. 
Lumber Co., feels the same way about 
land development. 

“I really do believe land control is 
a good idea for the lumber dealer. It 
has done me a lot of good financially 
and assures me a good return.” 

Scherer said he has been buying 
scattered residential lots for 15 years, 
sometimes 25 at a clip. His firm doesn’t 


build, but sells lots to builders and 
individual buyers, who feel obligated 
to buy their materials from him. Some 
of the lots are owned in the Scherer 
name and some by a separate corpor- 
ation. 

Clifton Builders Supply Corp., Pri- 
mos, Penna., recently purchased a 
tract for erecting 32 of their prefab 
homes. 

“We buy land to help the sale of 
our prefab homes,” explained presi- 
dent George Adams. “Land is only a 
tool to help along the sale of homes. 
It's a good idea if you know your 
business. A lumberman attempting 
anything like this had better know 
what he is getting into. The price of 
land is fluctuating crazily, the cost 
mainly rising.” 

Cuts land price. Hershel Miller, 
owner, Hershel Miller Lumber Co., 
Fairburn, Ga., is currently developing 
a 64-acre tract for 45 homes in the 
$12,000—$15,000 price category. 

“By controlling the land we control 
the builder,” is the way H. F. Angus, 
vice-president Hyde Park Lumber Co., 
Cincinnati, explains the reason for 
their real estate activity. 

“We sell lots to builders as a pack- 
age—land and materials. We don’t 
try to make a profit on the land, 
hence we can be competitive. Our 
lots range from $2,000 up. At present 
we have a 25-lot subdivision with lots 
at $2,200 each. 

“By offering the builder land at a 
reduced price, we can attract his busi- 
ness. And as long as your material 
prices are in line with competition, a 
builder is most anxious to work with 
your program. We’ve been at it for 
some 25 years. I think this speaks for 
the success of such a program. It is 
something most lumbermen will be 
faced with. It is just one more part of 
our business.” 

A New England dealer, Leon Ka- 
han, president, Interstate Lumber. Co., 
Byram, Conn., advised dealers to get 
into land control only for “self protec- 
tion.” 

Kahan said he had been active off 
and on in this field for about 10 years. 
The property purchased is held in the 
name of another corporation. 

“Our activity is almost completely 
confined to selling the builder. The 
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breakdown is about 90% builder and 
10% homeowner. Of course we ex- 
pect contractor business from _ this 
arrangement, a definite agreement to 
purchase materials from us.” 

Pease Woodwork Co. in Hamilton, 
Ohio is starting in land development 
with a 133-acre tract for their fac- 
tory-built homes. They plan some 500 
homes ranging from $18,000 to $30,- 
000. 


Another Ohio dealer, John Hatfield, 

president, Modern Builders Supplies 
Co., Cincinnati, described land control 
as “the packaged way of doing busi- 
ness.” 
It’s a “must.” “It’s not only a good 
idea, but a must,” declared Hatfield. 
“The two go hand-in-hand. It’s a real- 
ity that all lumber dealers must face 
eventually.” 

Although land development is not a 
company policy with them, Hatfield 
said his firm will continue to buy land 
from time to time. 

“We operate through a_ separate 
corporation,” explained Hatfield. “We 
buy raw acreage, install the necessary 
utilities and sell the finished lots to 
builders. We have sold to tract build- 
ers and also individual lots to builders. 
We sell about 70% of the materials 
for these jobs.” 

Paul L. Prather, assistant manager, 
O. L. Bynum Lumber Co., Blackwell, 
Okla., said his firm is currently de- 
veloping 13 acres for residential jobs. 
Two house jobs are underway and 
four more about to start. The firm has 
been in land development for 11 years. 

“We develop the raw land our- 
selves,” said Prather. “We put in the 
sewers, grading, curb and gutter. The 
city installs the water system and 
paves the streets. We won't sell to 
home builders or prospective home- 
owners until we can control the job 
from start to finish. 

“Our philosophy is that land control 
is a method of selling more building 
materials at a good profit. We most 
certainly feel that land control is a 
good idea for a dealer. It not only 
permits us to control jobs, but also 
gives us a better opportunity to make 
a good profit on the materials and 
equipment sold for the house jobs.” 

Out in Salt Lake City, A. E. Ander- 
son, Jr., vice-president, Anderson 
Lumber Co., has a very definite 
opinion on land development. 

“You bet we’ve got raw ground to 
develop. We buy good building sites 
and develop them ourselves, then we 
sell it to the builders in small parcels. 
Most of the builders we deal with are 
the smaller ones without too much 
capital to invest in land. Our agree- 
ment provides that if they buy the 
land from us, they also buy their 
lumber from us. 

“All land is owned in the lumber- 
yard’s name. There’s no reason to do 
it otherwise. We got into the land 
buying business in 1935. We definitely 
feel it’s a good idea for a dealer. It 
helps the smaller builder who can’t 
afford to develop land and it definitely 
helps us.” 
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Although he hasn't tried it yet, 
manager Findlen of the Oakland Lum- 
ber Co., Dedham, Mass., feels that 
land control is “definitely a good 
thing.” In nearby North Reading, 
manager Wing of the Reading Lum- 
ber Co., disagreed. 

“No, a lumber dealer definitely 
should not be involved in residential 
land sales,” Wing declared. “That's 
the job of a builder. A man is either 
a builder or a lumber dealer. He can’t 
be both.” 

J. E. Wall, sales manager, Consoli- 
dated Lumber Co., Wilmington, Calif., 
a wholesale firm said that too much 
financial backing is necessary in the 


Los Angeles area for a dealer to also 
function as a tract speculator. 

Jack Lavengood, secretary, Moun- 
tain States Lumber Dealers Associa- 
tion, said that three New Mexico 
dealers have been active in land. They 
are Wilkins Lumber Co., Raton; R. B. 
Allen Lumber Co., Portales and Pecos 
Valley Lumber Co., Roswell. There 
was said to be no land activity by 
dealers in the metropolitan Denver 
and St. Louis areas. 

(Watch for your June 22 issue of 
A.L., which will carry details of deal- 
er land programs—part of “DCS,” 
Dealer Sales Control. Also see your 
May 11 and May 25 issues of A.L.) 
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e Available in: 9 Sizes — 8’ x 10’ to 10’ x 20’ « 3 Color Combinations 


@ "Do-It-Yourself" natural, simple to install with instructions in each package. 

@ Arrow structural engineers designed this package for strength as well as beauty. It will 
withstand year ‘round weather abuse with loading factor of 25 Ibs. sq. ff. 

@ All components finished with baked-on “Pressurecoat'’, an ARROW exclusive, guaranteed 


against chipping, peeling. 


@ Legs and roof understructure of heavy gauge steel. 
@ NEW... OPTIONAL SIDE KIT—Now available for all sizes. Gives customer choice of 
Two styles. Gives Custom De Luxe look. Terrific dollar/sale booster! 


Complete Promotional Program FREE! 


RUSH COUPON TODAY ber PROFITS TOMORROW! 


Arrow Metal Products Corp. | 


on the Market 


Haskell, N. J. ¢ College Park, Ga. 
e Box 55348 Uptown Station, Indianapolis, Ind. 


Rush me all information on Packaged Patios. 


Company 


Address 


MEANY STEEL 
| seor CHANNEL 


© complete and ready to install, 


® Nothing extra to buy. 
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GOLDSTRIKE 








NEW... 


handsome patterns in Decor Tile and Plank! 





Striking new patterns and built-in sound conditioning make these Gold Bond Decor 
Tiles and Planks a natural for your remodeling trade. Builders like 'em too! 

Goldstrike, Aurora and Abacus Tile patterns (top to bottom) were designed by lead- 
ing stylists as a result of public preference tests of current tile designs. You know thes 
patterns will sell! 

The new patterned Decor Planks (left to right: Harlequin, Roman Brick and Mandalay) 
create beautiful accent walls. Your prospects will read about them in a full color ad in 
May Better Homes & Gardens. And there’s a host of selling tools — point-of-sale displays, 
colorful consumer literature, ad mats and radio scripts. They'll help you pick up extra 
profits from these exciting new products. 

See your Gold Bond® salesman for all the details. Or write Dept. . 6). 

NATIONAL GYPSUM COMPANY, BUFFALO 13, NEW YORK 


Gold Bani 


BUILDING PRODUCTS 


op alvead of tomorrow 
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SALES TOOL which helped create $1,500 
in shutter sales last year at Joseph Lum- 
ber Co., Chicago. 
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ENTIRE WALL at Whipple Lumber Co., Houston, is devoted to a display of wood 


shutters. Details of this display below. 


Shutters Open Up New Profits 


Wood interior shutters have be- 
come so popular that they’ve been 
described by smart merchandisers as 
a “hot”, “terrific”, “surefire” store 
traffic builder—when advertised at a 


bedrock price. 

Sears, department stores, specialty 
shops and many lumber dealers go 
along with this practice, knowing full 
well that the chances for a switcheroo 


are always excellent in most cases 
after the prospect actually sees low- 
priced shutters. 

The budget-priced shutter offered 
is @ minimum size, unfinished, rough, 
and the cost does not include hard- 
ware, which can often come to more 
than the shutter itself. The bill further 
grows when finishing materials are 
added—again considerable—plus the 
hours of the customer’s time required 
for a satisfactorily finished job. 

While advertising low-priced, unfin- 
ished shutters does bring in trade, a 
lumber dealer should keep in mind 
that the shutter specialists always mer- 
chandise the finished, custom shutter, 
fully installed. 

Display, for example, is very im- 
portant. When the Whipple Lumber 
Co., Houston, took on a line of wood- 
en shutters, they decided to give them 
feature treatment. Instead of tucking 
them away among other stock, own- 
er Cecil Clark devoted almost an 
entire wall of the store to their dis- 
play. : 

A standard window unit, complete 
with glass, was attached to the wall 
with a strip of brightly-colored scenic 
wallpaper behind the lower sash. By 
folding back the shutters below, a cus- 
tomer can get an accurate idea of the 
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way they will look from the inside of 
her own home. Clark estimates the 
cost of this display at $155, including 
all materials and labor. 

“We have made sales to both the 
contractor and homeowner from this 
display,” says Clark. “The homeowner 
sales average about $125 and the con- 
tractor sales, including labor, about 
$300. We often hear the customer 
comment, “Why, we didn’t know you 
carried wooden shutters.’ ” 

Homeowner sales are strong, but 
more business comes from the con- 
tractor. The remodeling contractor 
frequently plans jobs which call for 
wood shutters as part of the moderni- 
zation, often to dramatize older win- 
dows. Old timers also remember that 
in the past shutters were often in- 
stalled as part of a new home, es- 
pecially in the south. There’s a slight 
trend in this direction once again. 

Package promotion. Based on lum- 
ber dealer comments, this promotion 





of wood shutters is straightforward 
and simple: 

1. Newspaper ads giving a price 
for a minimum size but stressing that 
you offer finishing, custom lines and 
installation services. 

2. Store display promoting both in- 
expensive shutters and more expensive, 
finished shutters. Don’t overlook the 
store window and good traffic areas 
within the store. Shutters can be dis- 
played by themselves on islands or 
fitted to your regular window sam- 
ples on floor stands. 

3. Make it a regular policy to sug- 
gest wood shutters on remodeling 
jobs. They glamorize even the oldest 
double-hung window. Remember that 
custom lines can be modified to han- 
dle even the oddest shape of bygone 
years. 

4. When a shutter sale is made, it 
is often possible to make a related 
sale of a louvered full or half door to 
match a decorative scheme. 


HOME DECORATOR Mrs. Glenna Sealy, Cicero Smith Lumber Co., Lubbock, Tex., 
frequently suggests wood shutters to yard customers. 
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Gold Bond 
f ag ee & . 


TWINSULATION 


No matter what the job is, Gold Bond’s 
full line of insulation products gives you 
a better chance to capture the sale. With 
a product to fill every insulation need, 
Gold Bond makes your work easier, your 
sales picture brighter! 

There’s New Super 6 inch and Twinsu- 
lation for top-dollar prospects, Regular 
for the economy-minded, and Thermo-Bloc 


NATIONAL GYPSUM COMPANY, BUFFALO 


Gold Bond 


BUILDING PRODUCTS 


a step ahead of tomorrow 
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Gold Bond's full line corrals more customers! 


Perimeter Insulation for every builder 
who erects aslab home. Gold Bond® insul- 
ation products are fast-moving because 
they’re well advertised nationally and 
locally—and dealers get a raft of tested 
sales helps. Teletyped orders speed deliv- 
eries. Color coding gives immediate stock 
identification, cuts your warehousing 
costs. For full details, write Dept. AL-69, 
13, NEW YORK 
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TRIPLE-MITRE SAW is first step in production, cutting alumi- 
num into KD parts for window assembly at shop of wholesaler 


Harlan Moore, Champaign, Ill. Don Williams and shop super- 
intendent Dale Wolfram are pictured with machine operator. 


Regional Aluminum Fabrication 


Extruders are looking for distributors, who can manufacture 
storm products and specialties from lineal stock and sell 


through lumberyards. 


Illinois jobber scores with $1 million annual sales. 


Lineal suppliers announce new plans, which can get you into 
aluminum fabrication for a $1,500 tooling investment. 


A $1 million annual sales goal for 
aluminum specialties is in sight for 
wholesaler Harlan E. Moore of Cham- 
paign, Ill, A good percentage of 
this volume is sold through retail lum- 
beryards. 

“Sales through our lumber dealer 
customers jumped 214 times last year 
over 1957. And this year’s sales are 
running ahead of 1958,” said Moore, 
whose Illini Window Co. division has 
been fabricating and selling alumi- 
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num windows to lumberyards for 12 
years. 

Moore’s manufacturing division was 
set up in 1945 to make wood storm 
windows and screens. Two years later 
it took on a franchise for aluminum 
windows; in 1948, it began manu- 
facturing its own windows. Five years 
ago the company adopted a complete 
“lineal” aluminum manufacturing pro- 
gram for storm products, awnings and 
jalousies. 


Moore’s big success as a regional 
manufacturer points to a new oppor- 
tunity for millwork and building ma- 
terial jobbers. Suppliers of aluminum 
extrusions are searching for regional 
fabricators who can sell to the retail 
lumber dealer. Naturally, wholesalers 
who already sell other products to 
lumber dealers are preferred. 

Regional aluminum fabrication is 
logical, the extruders say, because of 
the variation in window sizes and styles 
by region; because of varying dates of 
original home construction and high 
shipping and packaging costs for com- 
pleted units. 

(Lineal manufacturing is not to be 
confused with assembly of K.D. parts, 
which also is gaining ground among 
building material wholesalers and some 
lumber dealers. A lineal fabricator 
must have the machinery to manu- 
facture complete units from _ basic 
“lineal” aluminum stock.) 

Retailer acceptance. Wholesaler 
Moore says that lumber dealers now 

(continued on page 104) 
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New ways to make extra profits from gypsum wallboard ! 


Gold Bond’s two new flexible clip systems will open up new markets for 
gypsum wallboard. They put built-in sound conditioning in your customer’s commercial 
and residential buildings by cutting down the noise transmitted through 
walls and ceilings. 

The CUSH-N-CLIP System cuts noise through ceilings. Wallboard is fastened 
to furring strips suspended from the joists with CUSH-N-CLIPS. These clips dissipate 
noise producing vibrations to give a laboratory sound transmission loss 
rating up to 52 db. 

The FLEX-CLIP System reduces sound from room to room. FLEX-CLIPS 
hold Backer Board away from the studs; absorb vibrations. With a finish layer of Gold 
Bond Gypsum Wallboard, this system produces a quality, fire-protective wall. 

Ask your Gold Bond® representative about these wallboard sale-producing systems. 
Or write to Dept. AL-69 for samples and additional information. 


NATIONAL GYPSUM COMPANY, BUFFALO 13, NEW VYVORK 


| | 


Gold Bond | 


BUILDING PRODUCTS 


a step anead of tomorrow 
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STORM WINDOW DISPLAY furnished by Harlan E. Moore 
and Co. to its dealer customers can be used in store or broken 
down to use working samples for home calls. Sales of alumi- 
num windows to lumberyards by this jobber-fabricator have 


doubled in past year. 





ALUMINUM FABRICATION 
(begins on page 102) 





account for 50% of his Illini Window 
Co. sales. The balance is sold to other 
non-competing jobbers in the midwest. 

Lumberyard customers of the Illini 
Window Co. are located in a 50-coun- 
ty area to which the Moore whole- 
sale firm distributes other building spe- 
cialties. The bulk of the dealer ac- 
counts are in a 20-county region in 
which the firm serves a jobber for 


NEWEST PRODUCT fo Illini Window Co. awning line is dem- 
onstrated by Don Williams (left) and Dale Wolfram. It features 
manually-operated louvers. Design is property of Arrow Metal 
Products, a New Jersey firm which supplies fabricator with 


design and aluminum. 


basic building products such as insula- 
tion. 

A marked change in lumber deal- 
ers’ attitude toward handling of alu- 
minum specialties has come about in 
the past two years, according to Don 
R. Williams, who directs the Illini Win- 
dow Co. 

“Dealers now accept aluminum for 
over-the-counter selling,’ Williams 
said. “This is reflected by our charts, 
which show lumber dealer sales being 
made on a consistent month-after- 
month basis, instead of seasonal peaks. 

“Dealers are learning they can do 
anywhere between $5,000 to $10,000 





5) 





\ 








os AOL 


Saw 


T-294 
T-295 





1-1/2 x 12 





\eeeaee 























1-1/2 x8 











Vertical) 





Lineal 





SAN 





Storage 








“ a ee 
Sy bh. YVQQA A ~~ \ 


4x 12 eS Allen 
NN Press 





Allen 


Dees Insert 


& 











Allen 
Press 








Frame 
Assy. & 
Staking 
Table 
4x8 











[Allen Press 

















T-185 T-186 








‘\N 





Storage Area 





\ 


x 

















Screening 
Table 




















Components 
Storage 
Area 








LOARN 


Screen Stores Glass Stores 














TYPICAL PLANT LAYOUT for fabrication of GSors and windows on a re- 
gional level calls for area 34’x32', according to Wells Aluminum Co., 


lineal suppliers. 
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a year volume on these high markup 
items. This has helped to change their 
attitude,” said Williams. “We think 
that more than 90% of storm window 
sales in our market are aluminum.” 

A regional fabricator such as Moore, 
with salesmen calling regularly upon 
lumber dealers and with frequent 
scheduled delivery to dealers, requires 
little or no inventory by the retailer. 

“We offer 26 sizes in three different 
styles which cover 70% of our market 
area requirements out of normal in- 
ventory,” Williams points out. Other 
sizes are manufactured upon special 
order. 

A $20,000 inventory is built up 
during the winter and maintained as 
backstock to assure speedy delivery 
during peak periods. 

Dealer help. Aluminum specialties 
are included in the dealer aid promo- 
tion program of the Champaign whole- 
saler. Newspaper mats as well as pro- 
fessionally-prepared product literature 
pieces are supplied dealers for use in 
their Own consumer promotion pro- 
grams. Dealer salesmen are given 
product sales and application training 
by Moore salesmen. 

A major backstop to the dealers’ 
own promotion is a five-minute televi- 
sion program which Moore sponsors 
twice-weekly on a Champaign station. 
This is a noontime program, which 
insures high readership because most 
people in the area have lunch at 
home. The station covers all the coun- 
ties in Moore’s wholesale territory. 

Moore distributes the aluminum 
specialties under his own brand. His 
three styles of combination storm 
windows are the “Moore Seal.” 
“Moorematic” and “Moore Secur.” 

Investment. Moore has an estimated 
$30-$35,000 investment in shop equip- 
ment. His raw material investment 
runs about $160,000; a big slice of 
this is glass. Capitol Products Corp., 

(continued on page 106) 
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AFTER ONE YEAR—Knotty 


finished with Satinlac. 








DAY TT eTETALL 


New Paste Wax— 
high carnauba, semi- 
smooth paste, 


Presto-Set Giue— 
household glue in new 
no-mess bottle, 
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New Liquid Wax— 
quick, easy, self-clean- 
ing, long-lasting. 


Contact Cement— 
bonds instantly, per- 
manently on contact. 





Pine treated with Satinlac Lightener, AFTER ONE YEAR—Knotty Pine treated with ordinary finish, 


New Weldwood Satinlac Lightener 
prevents wood from darkening 


Here’s a new Weldwood wood finishing 
material that’s tailor-made to make your 
sales jump—because it meets a real need 
among your do-it-yourself and profes- 
sional wood finishing customers. What's 
more, you get a full 40% discount when 
you order 12 gallons or more of Satinlac 
Lightener and /or Satinlac, Firzite, Wood 
Preservative, Exterior Stains. 

Weldwood Satinlac® Lightener, used 
as a first coat on new wood (particularly 
pine and cedar which tend to discolor 


quickly) prevents the darkening or 
“wetting” look that normally occurs when 
virgin wood is finished. For the first time, 
fresh, natural finishes are possible that 
are as light in color as the native wood. 

Not a bleach, Satinlac Lightener con- 
tains a unique anti-wetting agent that 
brings out all the natural beauty of any 
freshly-cut and sanded wood. Absolutely 
non-yellowing, it actually makes “‘invis- 
ible” protection possible. Follow with 
subsequent coats of Weldwood Satinlac. 


Here’s your profit-packed line up of big demand, high quality 


Weldwood Wood Finishes. Look ‘em over—and contact your jobber today. 


New Wood Preserv- 
ative—"penta” wood 
preserving sealer, 


Weldwood 

& ~ GLUE j 
4 

Plastic Resin Give— 


makes wood joints 
strong, lasting. 


Firzite® White & Clear Putty Stiks®—1!6 col 
—penetrating resin ors, for filling defects 
sealer and undercooter. after finishing. 


Satiniac®—new, im- 
proved formula; goes 
farther, less odor. 


WELDWOOD* WOOD FINISHES 


taxi, WAXES - ADHESIVES 


Products of 
UNITED STATES PLYWOOD CORPORATION 
55 West 44th Street, New York 36, N. Y. 


New Exterior Stains 
—2 handsome shades: 
Redwood & Driftwood 


Waterproof Resor- 
cinol Glue—for strong 
waterproof bond, 
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ALUMINUM FABRICATION 
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Mechanicsburg, Penna., is one of 
Moore’s main lineal suppliers. 

The shop working force varies be- 
tween 35 and 50 men. This includes 
one superintendent and three foremen, 
besides manager Williams. Farmers 
or others, who are accustomed to re- 
pair their own machines or do handy- 
man jobs, can be easily trained for the 
fabrication work, Williams said. 
The company’s own supervisors han- 
dle the training of the assemblers. 

Second example. The Dekker-Brish 
Millwork Co., Dolton, near Chicago, 
is another firm which has jumped 
onto the regional fabrication band- 
wagon. 

“Distribution fabrication is the only 
reliable basis on which a millwork 
jobber can become competitive in the 
aluminum storm door and window 
field,” said Charles Brish, partner. 

He said that Dekker-Brish makes 
a 25% savings in unit costs by fabri- 
cation. Lineals are purchased from 
Wells Aluminum Corp., North Liberty, 
Ind. 


FACTS ON LINEAL PRODUCTION 


Most aluminum suppliers sell the 
lineal extrusions and designs plus nec- 
essary tooling and machinery in a 
franchised program. The machinery is 
usually available on term payments. 

There is a wide difference in the 
amount of needed machinery, tools, 
dies etc., ranging from the big manu- 
facturing operation described above 
at Illini Window Co. division of the 
Harlan Moore Co., to “vest-pocket” 
shops. 

For fabricating about 100 alumi- 
num combination doors a month under 
the Wells Aluminum plan you would 
need only $69.86 worth of tooling 
equipment. For greater volume, 50 
to 100 doors a week, the total tool 
investment would run $1,159.61. 

A spokesman for the Wells company 
said that their two-tract tilt storm 
window can be fabricated from straight 
lineals for an equipment investment of 


LINEAL PROGRAM 
of Excelum Products, 
New Hyde Park, 
N.Y. is explained to 
visitors from Toronto 
at 1959 Home Im- 
provement Products 
Show in New York 
City, by E. F. Christ- 
mann, standing. To 
make one type of 
window, machinery 
investment is only 
$2,100, according 
to Excelum; for 
three-window line 
fabrication, it’s 
about $5,000. Ex- 
celum has 18 fabri- 
cators, plans expan- 
sion. 
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$1,662.25, which includes dies and 
punch presses. ; 

Data from Excelum Aluminum 
Products on Long Island, N. Y., shows 
that equipment for machines and dies 
for two types of window fabrication 
is about $4,500. 

Irving J. Moss of Aluminum Indus- 
tries, Milwaukee, said that minimum 
costs for machines and dies for two 
types of window fabrication will be 
about $4,500. 

Capitol Products Corp. stated that 
minimum machinery and tooling for 
mass fabrication of doors and win- 
dows from their lineals will run be- 
tween $8,000 and $10,000. This is for 
an output between 500 to 1,000 win- 
dows a week. 

Most of the extruders provide a 
technical service to the fabricator. 
For example, Capitol Products sends 
a specialist to each new operator. He 
is on hand until the distributor-fabri- 
cator is trained and ready to deliver 
windows in volume. 

Another typical statement came 
from Aluminum Industries. “Our fac- 
tory man plans the layout of the shop 
and sets it up so that it is in perfect 
running order before he leaves. Peri- 
odically our man will visit the shop to 
see that the product is produced at its 
highest efficiency.” 

Harry Klein, national sales manager 
for Corson Industries, Delair, N.J., 
explained his company’s policy: 

“We send engineers and planners to 
set up the lumberyard’s layout, train 
the employes, arrange for tooling and 
inventory. These men also arrange an 
inventory control system.” 

Extrusions. The initial investment in 
aluminum lineal stock will vary with 
the ambition and market potential of 
each fabricator. One supplier said that 
it is possible for a fabricator to start 
with an investment of only $1,500 to 
$3,000 for the aluminum. 

Under a mass production plan pro- 
posed by Capitol Products Corp., there 
is an initial lineal investment of about 
$7,500 on a 90-day payment basis. 
Inventory for a big regional setup the 
size of the Illini Window Co. division 
of the Moore Co., described at the 
start of this article, would be much 
higher. 


CELUMS 


PROFIT “PROVEN LINEAL PROGRAM 





LINEAL STOCK of aluminum is shipped 
to regional wholesalers or dealers, who 
fabricate storm doors and windows ac- 
cording to extruder’s designs. 


Lineal Suppliers 

Facts on lineals for this report 
were given by the Wells Alumi- 
num Co., North Liberty, Ind.; Cap- 
itol Products Corp., Mechanics- 
burg, Penna.; Aluminum Indus- 
tries, Milwaukee, Wis.; Excelum 
Aluminum Products, New Hyde 
Park, N.Y.; Corson Industries, 
Delair, N.J. and Tilt-Sash Co., 
Elmwood Park, Ill. 

Many other extruders were con- 
tacted by A.L., but did not express 
an interest in lineal sales to this 
industry at this time. As the trend 
grows, however, it can be expected 
that other aluminum suppliers wil! 
establish lineal programs for build- 
ing material jobbers, millwork 
wholesalers and large lumberyards. 

——The Editors 











In addition to the aluminum extru- 
sions, the fabricator needs sources for 
glass and screening. 

Promotion. All of the extruders who 
now sell to the lumber and building 
products industry are proud of the 
sales assistance which they give to 
franchised fabricators. These alumi- 
num suppliers provide sales and pro- 
motion help in two ways: 

* The extruder will help the whole- 
saler-fabricator sell retail dealers on 
the aluminum line. 

* They will further provide sales pro- 
motion material aimed at the consum- 
er. 
The extruders generally feel that 
the wholesaler, not the retail dealer, 
should be the fabricator. The retailer 
can then buy his aluminum combina- 
tion products from his regular distribu- 
tor source rather than from a spe- 
cialty distributor who might be com- 
peting with him for consumer sales. 

Capitol Products Corp. assigns a 
franchised territory large enough to 
support sizable volume. The fabrica- 
tor’s total investment may be $40,000. 
The company emphasizes that by re- 
stricting its fabricators to those with 
large potential, Capitol then can af- 
ford to give maximum merchandising 
help. It does this in a four-step plan: 

1. Direct mail. The lineal operator 
furnishes Capitol with a list of dealer 
prospects. Capitol then conducts a 

(continued on page 108) 
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NEW! FIRST TIME ON THE MARKET! 


TRU-MITRE BOX 


FOR USE WITH ANY CROSS-CUT SAW! 
@ Quick Sales! Has Mass Appeal! $249 


@ For Carpenters, Cabinet-Makers, Home-Handymen! 
@ Loaded With Selling Features—Big Profits! “or 


Here's a new ifem packed with quality selling 
features! Master TRU-MITRE BOX is precision- 
machined of cast aluminum; lightweight— 
‘weighs just 9-lbs.; completely adjustable to all 
angles; takes materiais up to 5-inches thick; 
absolute accuracy maintained at all times. If 
you're looking for a new fast-selling, high- 
profit item, write today to DEPT. AL-1 for lit- 
erature and prices. Dealer and Jobber inquiries 


W. A. GERRARD CO., INC. 
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,Pompano Beach 


| Florida’ 


¢ Directly on the Ocean 

e-Hotel Rooms, Efficiencies 

e Bedroom Apartments with TV 

¢ Private Beach—Fresh Water Pool 
e 100% Air-Conditioned & Heated 
e Planned Recreation 

e Near Churches and all Activities 


DEUS pennrniniavs 


500-501 Briny Avenue 
Write for Brochure and Rates 
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FREEPORT WOODCRAFT, INC. 


Manufacturers Of The Most Complete Line Of 


STATIONARY and INTERIOR 
MOVABLE SHUTTERS 
Sold Through Leading Jobbers In Every Area 
= We Feature... 
, @ Large stock of standard 
sizes competitively 
priced to meet all com- 
petition including for- 
eign imports. 
® Finest quality 
manufactured of 
clear white pine. 
@® Priced right to 
bring you an add- 
ed, extra profit. 
Some territories 
~ still available to 
Manufacturers 
=. Representatives. 
Write to us for details 
Saemeraes 


FREEPORT WOODCRAFTHINC. 
75 Carmans Road, ¢ ; ) 


Lg 
East Farmingdale, N. Y. { {( J 





CH 9-690 
Rie epee abel 5 erent Nee 
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VENTWOOD AWNING BRACKETS 


FOR BUILDING REAL WOOD AWNINGS 
will help you get your share of the 


Multi-Million Dollar Awning Business 
ai ‘ __ “a = ® No Inventory 


Problem 
® Two Sizes Only 
@ Fit Any Window 








“5 Step Brackets on 
Short Window 

8 Step on Standard 
or Picture Window 


VENTWOOD AWNING BRACKETS 
+ 6’ BEVEL SIDING (From Your Stock) 
= ATTRACTIVE, LOW COST AWNINGS 


You Can Sell a Complete Awning for as Little as $7.10 


AVERAGE WINDOW 
LESS THAN $10.00 


Quick Sales When 
You Display 
Ask about a FREE Set 
for Your Display 








Matching Door Canopies 
and Decorative Scrolls are 
Available 


See Your Jobber or 
Write Direct for tHe McLEETE co. 
Full Details 307 No. Stone Ave., La Grange Park, 111. 
Circle No. 128 on Handy Cover Card 
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Here's the one that 
WON'T SHRINK 


This modern plastic in 
powder form makes 
lasting repairs in tile, 
wood or plaster. Pays 
dealers a bigger profit. 
SELLS BETTER because 


WILL NOT SHRINK! 
it WORKS BETTER. 


STICKS AND STAYS pyr 
a 








Most dealers report: 
“Our sales of Dur- 
ham’s Rock - Hard 
Water Putty keep 
doubling, year after 
year.” What’s more, 
Durham's Rock- 
Hard Water Putty 
ives you by far the 
Fest profit margin on 
any product of this 
nature. Use it yourself, and you'll quickly 
see why it sells so fast, and repeats so regu- 
larly. Many patching materials may shrink, 
fall out or chip off. Durham’s Rock-Hard 
Water Putty + Aa not shrink. Absolutely 
not. It sticks and stays put. You can saw or 
chisel it, paint or polish it to a velvet smooth 
finish. Easy to use. Keeps indefinitely. So 
economical. Just mix with water as 
needed. « Packed twelve 1-lb. cans or six 
4-lb, cans to case. Keep some of each on dis- 
play. Available in 25, 50, 100-lb. drums for 
industrial users. Order from your jobber. 


The PLASTIC Repair Material 
in POWDER Form 
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COMPANY 
Box 804-8 








ALUMINUM FABRICATION 
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six-piece direct mail campaign, con- 
centrated in six weeks or less. 

2. 100% canvass of prospects. The 
supplier recruits and trains young men 
to get the answers to several questions, 
designed to make the prospect say 
whether or not he is interested. 

3. Turning prospects into dealers. 
The canvassers then call back on ev- 
ery dealer prospect. The lineal oper- 
ator’s own salesmen get training at 
this point and are the ones who close 
the sales. 

4. Consumer material. A full page 
ad is available which promotes Cap- 
itol storm windows and lists the name 
of all dealers. Literature is also avail- 
able on the Capitol line. 

Aluminum Industries of Milwaukee 
stated that they offer an outstanding 
merchandising and promotional pack- 
age on a continuous basis for fabri- 
cators. They will help promote the 
fabricator’s private brand label or the 
fabricator can use Aluminum Indus- 
tries’ brand and obtain their sales pro- 
motion material. 

All the other extruders said they 
also have merchandising programs for 
fabricators. 

One advantage of selling the alu- 
minum products under the extruder’s 
brand is that certain consumer sales 
literature and aids can be obtained 








Does Your GAS BUILT-IN LINE 
Still Have An Old Fashioned 
EXPOSED VENT? 


Then Investigate the NEW 


Medenm Nata 


GAS OVEN with CONCEALED VENTING 
and BIG 18” WIDE OVEN 

MODERN MAID is also the only 

line with a complete assortment 

of Super-thin RANGE TOPS that allow 
DRAWER SPACE UNDERNEATH 


TENNESSEE STOVE WORKS 
CHATTANOOGA 1, TENNESSEE 
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Call or 
Write today 
for specifications 
and descriptive 

literature 








already made. On the other hand, 
there are many advantages to private 
labeling. Extruders will help the re- 
gional fabricator develop promotion 
material for the private brand. 

Profit. The suppliers say that a 
wholesaler or dealer fabricator can 
earn at least 50% more profit by be- 
coming a regional manufacturer than 
od simply distributing a ready-made 
ine. 

Some of the extruders claim that it 
is not good economy for aluminum 
lineals to be shipped more than 1,000 
miles. Regional warehouses are being 
established by some of these companies 
to supply local fabricators. 

An example of profit potential was 
forwarded by Excelum Aluminum 
Products. It shows that a materials 
cost to the fabricator to make a leader 
window can be as low as $5.50 in 
materials, plus fabrication labor and 
overhead. 





Lu-Re-Co Demonstration 
At Dealer Exposition 

A house-a-day component building 
demonstration will be made on the 
exhibit floor and a finished Lu-Re-Co 
(Lumber Dealers Research Council) 
home will be displayed outside the 
hall at the 1959 NRLDA Exposition 
in Cleveland, Nov. 14-17. 

There will also be materials han- 
dling demonstrations, a model ware- 
house showing storage and handling 
methods. A_ full-scale unexcavated 
swimming pool for dealer merchan- 
dising will also be displayed, complete 
with bathing beauties. 

Program chairman William Stine, 
Bryan, Ohio, dealer, told directors of 
the National Retail Lumber Dealers 
Association that managing officers of 
selected Federated associations will 
serve as program managers for busi- 
ness meetings. Subjects for the dealer 
management meetings will be in line 
with preferences indicated by dealers 
in a survey of those who attended 
the latt NRLDA Exposition. 





Hardware Turnover Guide 

A special version of the Hardware 
Turnover Handbook, originally pre- 
pared by the National Retail Hard- 
ware Association, has been pub- 
lished by Liberty Distributors, 4300 
N. 5th St., Philadelphia 5, Penna. 
Information on the hardware turn- 
over plan can be obtained by dealers 
from the Liberty firm. 





Obituary 





Herbert B. Fowler, 63, partner in 
Fowler & Peth Co., wholesale lumber 
and building material distributor at 
Cheyenne and Casper, Wyo., died 
March 17th while on a Palm Springs 
vacation trip. For many years he had 
been a Republican leader and during 
the 1930’s served several terms in the 
Wyoming legislature. 
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The smooth quality of PENNVERNON Window 
Glass is no accident. PENNVERNON is made by 
a unique vertical drawing process that produces 
the same even unmarred finish on both sides 
of the sheet. Its surfaces resist dust and dirt 
so effectively that cleaning often may be done 
with greater ease. 

Women appreciate PENNVERNON’s brilliance, 
clarity and fine visional qualities. Why not 


profit from this by ordering PENNVERNON for 
all the window sash you make or buy. 
Your Pittsburgh branch or distributor will fill 
your PENNVERNON order now. Pittsburgh Plate 
Glass Company, 632 Fort Duquesne Blvd., 
Pittsburgh 22, Pa. 











pennuernon”. .-not just window glass 


Ip PAINTS * GLASS * CHEMICALS * BRUSHES * PLASTICS + FIBER GLASS 
(} PITTSBURGH PLATE GLASS COMPANY 


IN CANADA: CANADIAN PITTSBURGH INDUSTRIES LIMITED 
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NEW PLASTIC PRODUCTS 


(begins on page 74) 





Adds Polyethylene Channeling 


A new type of aluminum storm win- 
dow rides solely on channel splines 
made of Bakelite polyethylene to pro- 
vide easy operation and eliminate rat- 
tles, it is said. The polyethylene channel- 
ing also prevents metal-to-metal contact 
between the movable window panel and 
its frame. 

The polyethylene was selected for the 


sistance, flexibility and ability to with- 
stand weathering, it is stated. The poly- 
ethylene channel splines, or weather- 
strips, are designed to provide a mini- 
mum amount of friction and thereby 
allow the storm windows to slide up and 
down easily. Polyethylene holds firmly 
in the aluminum extruded stock, gives 
good weather seal and doesn’t flatten 
out, maker says. It also is said to elimi- 
nate — water leaks and condensa- 
tion problems, thereby providing a stout 
weather seal for aluminum storm win- 
dows made by Permaseal Mfg. Corp., 
Dept. AL, Middlesex, N. J. 


Circle No. 222 on Hondy Cover Card 


Fastest Dealer Service 


Special arrangements will speed your 
inquiry to the manufacturers. See the 
back cover for the first really conven- 


Plastic Acoustical Tile 


New Tri-Bond acoustical ceiling tile 
combines efficient acoustic qualities 
with a surface that is plastic. Each tile 
contains 529 sound-trap holes leading 
to a thick, fiberglass backing giving it 
efficient sound conditioning. Its non- 
porous plastic surface never needs paint- 
ing. A swish with a damp cloth keeps it 
clean. 

Produced in soft, pastel colors, Tri- 
Bond is easily installed. Just put adhe- 
sive on the four cementing discs and 
apply. It will stick to any sound ceiling 
or wall surface, maker states. Self-level- 
ing lugs guarantee perfect alignment. It 
is said to be an ideal ceiling tile, not 


application because of its moisture re- ient card for one-stop shopping. (continued on page 112) 





SINGLE SC BUYING THAT MULTIPLIES YOUR PROFITS! 


Continental Flame Sealed Fence lasts longer. The zinc is actually 
welded to the steel. Two styles of fence posts, studded “T” and “U”. 


Customers like Continental Ornamental Fence with its clean, 
bright galvanized finish. Made of special analysis 
COPPER STEEL. Single and double picket. 


All popular sizes and types with a variety of finishes, heads and 
— to meet every need. Available in convenient, easy-to-handle, 
iberboard containers. 


(Shown below) The easy-selling advantages of the new 
Tyl-Lyke Bin Door .. . help you sell more roofing. 
Farmers like the better looking, longer lasting, more 
weather tight Continental soa g and siding. 


CONTINE FENCE FARM FENCE and POSTS 


an eT RUE ED! ORNAMENTAL FENCE 
NAILS 


TYL-LYKE BIN DOOR 





CONTINENTAL 


STEEL CORPORATION - KOKOMO, INDIANA 
PRODUCERS OF: 15 Types of Farm Fence, 
Posts, Gates, Barbed Wire. Standard 
Styles of Galvanized Roofing and 
Siding. Nails, Staples, Lawn 
Fence, Wire Products. 
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Designed 
With 

Your 
Customers 


In 
Mind! 

















ALUMINUM WINDOW 


LOOK AT THESE OUTSTANDING FEATURES 


. usually found only in much higher-priced windows 


Full 2%” frame for rigidity. 

Tubular extruded rails for greater strength. 

Heavy metal-back pile weather stripping for 
tightness. 

Continuous lift rail for convenient raising and 
lowering of sash. 

Stepped sill for water tightness at this 

vulnerable point. 

Precision fitting joints. 

Positive lock for security. 

Will not rust, warp or rot... never need 

painting. 

Easy to install... no service call-backs. 

Rigid tests by independent laboratory show they 
meet or exceed requirements of Aluminum Window 
Manufacturers Association. 


Here’s the perfect window for your double- 
hung market. It is a completely new window 
with many of the high quality features of 
Cupples finest windows, yet is priced to 
meet all competition. Automation and vol- 
ume make this possible. 


The market is here ... now! Dealer profits 
are good and you have a minimum invest- 
ment in stock. Shipments often are made 
overnight from Cupples conveniently located 
plant. Why not start promoting this “‘ bread- 
and-butter”’ window right away! 


NOW’S THE TIME TO GET INTO THE ALUMINUM WINDOW BUSINESS: 
Join up with Cupples...a company that makes only the finest aluminum 
windows—known nationally for integrity, dependability and fair-dealing. 
Many choice territories open. Write for details. 


PRODUCTS CORPORATION 
2653 South Hanley Road * St. Louis 17, Missouri 
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NEW PLASTIC PRODUCTS 


(begins on page 74) 





only for kitchens where it reduces the 
clatter of utensils, but also for bath- 
rooms, basements or any other room. A 
dealer may begin taking orders for the 
sum of $2.50, which he pays for a sam- 
ple kit containing six full-size tiles, one 
of each color. Each tile is 12” square; 
suggeed ictan price is 65¢ per tile. 
Mastro Plastics Corp., Dept AL, 3040 
Webster Ave., New York 67. 
Circle No. 223 on Handy Cover Card 


PLASTIC GLASS SUBSTITUTE—Sisal- 
Glaze, a semi-rigid, crystal-clear plastic, 
provides a homeowner with low-cost 
glazing. Ideal for use as storm sash and 
breezeway enclosures, it's readily adapt- 
able to large picture windows and unus- 
val shapes or non-standard windows. 
American Sisal :aft Corp., Dept. AL, At- 
tleboro, Mass. 
Circle No. 224 on Handy Cover Card 


Roof Insulating Material 


Called Roofmate, a new foamed poly- 
styrene roof insulating material is de- 
signed especially for built-up roofs. It 
consists of a core of Styrofoam, the 
firm’s light, vapor resistant insulation, 
wrapped in asphalt laminated Kraft pa- 
per. Roofmate is recommended by maker 
for use in residential or industrial low- 
pitch roofs. All steel decks, poured and 
precast concrete panel decks, poured 
gypsum decks and wood decks can be 
insulated with Roofmate using regular 
hot mopping or nailing techniques, maker 
announces. 

Each one-inch board weighs only 
about three pounds, which makes it 
easy to handle and cuts the roof load. 
However, it is said to have a compres- 
sive strength of 3,000 pounds per square 
foot, which provides a firm base for 
roofing materials. Four different thick- 
nesses are available to meet varying in- 
sulation needs. With an ordinary pocket 
knife, Roofmate can be cut on the job 


to fit around chimneys or vents. The 
method of application follows the normal 
hot roofing procedure, with Roofmate 
placed directly in hot bitumen and hot 
bitumen mopped on over the insulation 
and a built-up roof applied. The Dow 
Chemical Co., Dept. AL, Midland, Mich. 
Circle No. 225 on Handy Cover Card 


Plastic Veneer Has Wood Look 


A plastic veneer with a hand-rubbed 
“wood” appearance is being intro- 
duced as a covering on steel cabinet 
doors in the 1959 Woodcharm line of 
Youngstown Kitchens. Called Kevinite, 
the veneer is produced by Swedlow 

(continued on page 116) 








“LUMBERKING" 


) a eT se 
DEKALB 


COMMERCIAL BODY CORPORATION 
233 W. GARDEN ST., DEKALB, ILL. 





SENSE MAKES CENTS, CENTS MAKE DOLLARS 
AND DOLLARS ARE WHAT YOU SAVE WITH ND 
TRUCKS DESIGNED EXCLUSIVELY FOR YOU. oN 


Write for in- 
formation on 
why you should 
have these 
trucks. 














“WE'RE 











ON ‘EASY STREET’ NOW THAT WE'RE SUGGESTING 
“SCOTCH’ BRAND MASKING TAPE WITH EVERY PAINT SALE!" 














112 


| ieee 
Circle No. 134 on Handy Cover Card 


“SCOTCH” and the plaid design are registered trademarks of 3M Co., St. Paul 6, Minn, 

Sum 
WMiienesora (finine ano ]fanuracrurine company 
«++ WHERE RESEARCH IS THE KEY TO TOMORROW 
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Top load-handler ! mi. Dodge 
stake has the brawn to handle your loads easily—and is built 
to make it easier for you to handle those loads. Special rear 
springs and wheelhousings put the stake bed close to the ground 
to save excessive lifting when loading or unloading. Lightweight 
racks are easy to lift on or off. Hinged center section permits 
easy side loading. The truck itself is easy handling, too, with 
gear-before-axle steering and rear-shackled front springs that 
give easier steering and riding. 

There’s a Dodge truck to handle your load best—from 4,250-lb. 
G.V.W. pick-ups to 65,000-lb. G.C.W. Power Giants. See your 
Dodge dealer—see why 


= today, 
: age pe D O dge 
Trucks 


Steel sills—a Dodge exclusive in the low-priced three—run full length and width 
under body for firm, long-lasting load support. They’re typical of the extra quality 
you get with a Dodge stake, whether you choose the 9’, 12’, or 14’ body! 
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Grow with the growth of 


ALUMINUM 


ALUMINUM 
building products 











Aluminum — the prestige metal of the building i y 
offers you the opportunity to share in the increased accept- 
ance of aluminum building products. Your customers — 


builders, contractors and home owners, are all aware of the 
é aluminum. eed 


many advantages offered by 


Ask your jobber now about NICHOLS NEVER : IN 


ALUMINUM BUILDING PRODUCTS or write | 
descriptive literature. 


michols wre AluMiNUMCO. 


DAVENPORT, IOWA 


World's Largest Manufacturer of Aluminum Nails 
Circle No. 137 on Handy Cover Card 








a utility Knife with a 
Safety retractable blade 


(Pat. Pending) 


PUSH BUTTON CONTROL 


LOOK AT THESE SALES FEATURES 





Blade fully ex- Blade partially Blade completely Safe and conven- 
tended, locked exposéd, locked retracted when ient to carry any- 
in place. in this cutting finished cutting. where. 

position. 


LOOK AT ALL YOUR CUSTOMERS 


Campers ¢ Fishermen * Hobbyists * Carpenters 


Roofers * Artists * Manufacturers * Dentists PACKAGED TO SELL 
4 EXTRA BLADES IN 


Ask your jobber or write us today. HANDLE OF KNIFE 


Some territories open write: 


ANDERSON TOOL & MFG. CO. 


3424 No. Kostner Ave., Chicago 41, Illinois 
Circle No. 138 on Handy Cover Card 





Midiland’s 
on the move 


An outstanding power gar- 
den equipment dealership 
opportunity that gets better 


every day! 


Move up to Midland where BIG 
things are happening. Get in now on 
the new promotions, new ideas, and 
new products that will make this great 
dealership even better this Fall! 


Write now for 
details on dealerships 
available in key areas. 


The Midland Co., Dept. aim-co 
1 1200 Rawson Avenue, South Milwaukee, Wis. 


Subsidiary of Outboard Marine Corporation 
Circle No. 139 on Handy Cover Card 
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Now you can cash in on all the homeowners and builders in your d | 


area who are sold on aluminum insulating doors . . . but don’t > 
like the time and expense of the usual installation! : re 
Packaged ready to install . . . with complete hardware . . . easily, 
quickly installed by the do-it-yourself homeowner! : 


YOUR CUSTOMERS WANT THESE GREAT FEATURES! : 


@ |” Door is pre-hung on full-length piano hinge in heavy Z-Bar frame... 
pre-drilled for quick, easy screwdriver installation! NEW SELF-ADJUSTING CLOSER! 
Features exclusive air-exchange 
design! Never needs adjusting .. . 
never needs service . . . lubricated 
@ New modern Tulip Latch Set ... . New Fluted Kick Plate! for life! 
@ New Self-Adjusting Closer with slide bracket attached to mullion. Header MANUFACTURER'S 10-YEAR GUARANTEE 
pre-drilled for check chain. ON CLOSER WITH EVERY UNIT SOLD! 


THE SAME QUALITY DESIGN AND CONSTRUCTION THAT MAKES 
1 OUT OF 3 ALUMINUM DOORS SOLD IN THE UNITED STATES A . Capitol rapes 
CAPITOL DOOR . . . NOW WITH THE WANTED PRE-HUNG FEATURE! 


Write today for complete information on New Capitol ‘“‘Olympia”’ A 
Insulating Door Ony” 


@ Completely weatherstripped with wool pile for tighter closing, complete 
draft protection! 


A SINGLE SOURCE, 
SINGULAR SERVICE 
FOR ALL YOUR 


CAPITOL PRODUCTS CORP., Mechanicsburg, Pa. ALUMINUM DOORS AND WINDOWS 
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SYMONS 
Form Brace 


Adjusts 
at Top 
of Form 
or at 
Steel 
Stake 
Level 


Newest addition to Symons line . . . steel 
form brace. It is easily tied to pre-fab or 
built-up forms and to wooden or steel 
stakes. Once attached, brace can be ad- 
justed at top of form or at stake level for 
positive alignment. Comes in regular 
lengths of 6’ and 10’6”. Brace extensions 
available. 


SYMONS CLAMP & MFG. CO. 

4267 Diversey Ave., Chicago 39, Iil., Dept. F-9 
Please send complete dealer price information 
on your NEW FORM BRACE 


Firm Nome 


Address ; . atid 


wk eeseen 


Zone ee Leese 


| 
| 
| 
| 
i cireicenssinterintnes . 2 — | 
— | 
nt 
| 
FI 
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NEW PLASTIC PRODUCTS 
(begins on page 74) 





Plastics. Its hand-rubbed appearance is 
achieved through the use of a new 
matte-finish polyvinyl alcohoi film be- 
ing made by Reynolds Metals Company’s 
plastic div. 

The new veneer may be used for ta- 
ble tops, paneling, cabinet work and 
furniture. Featuring ease of mainte- 
nance, it can be easily washed and 
cleaned. Kevinite is shipped, stored and 
marketed in roll form to save space and 
minimize waste. Several types of “wood” 
designs are available in the new line. 
Swedlow Plastics, Dept. AL, 394 N. 
Meridian Rd., Youngstown 9, Ohio. 

Circle No. 226 on Handy Cover Card 





Plastic Film, Tiles, 
Drawer Guides & Slides 


Lumber dealers have achieved 
success in selling and using resilient 
flooring, polyethylene film, plastic 
drawer guides and slides. 

Facts on dealer sales of plastic 
flooring were published in the 
April 27, 1959, issue, page 60. 

Lumberyard experience with the 
plastic film was told in our Feb. 2, 
1959 issue, page 60. 

How plastics are used in modern 
drawer slides is shown in A.L., May 
11, 1959, page 116. 











Plastic-Surfaced Paneling 


Walls and ceilings of any interior can 
be given a surface of lasting beauty by 
the application of plastic-surfaced Mar- 
lite paneling in an attractive color, 
woodgrain or marble pattern. Newest 
addition to the Marlite line is Random 
Plank, a 16” x 8’ panel with shallow 
grooves, which is available in six new 
Trendwood finishes. In addition to 
Random Plank, the new Trendwood 
finishes also come in 4’ x 8’ panels, 
both grooved and ungrooved. 

The paneling’s durable melamine plas- 
tic surface fused at high temperatures 
to a strong Masonite base prevents dirt 
and moisture from marring the decora- 
tive colors and patterns. The plastic- 
surfaced hardboard does not require 
any painting or other protection after in- 
stallation, maker says. It can be cleaned 
with a damp or sudsy cloth. Marsh Wall 
Products, Dept. AL, Dover, Ohio. 

Circle No. 227 on Handy Cover Card 
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EE WC 


WHITE CEDAR 
SCREEN TYPE 


Right — POST AND 
RAIL— Hand Split— 
2, 3, 4 or 5 Chestnut 
Rails. 


Note how 
ends of rails 
are doweled 

for easy 
assembly. 
7 or 8 ft. 
eoctions 





YARDS—Toledo, Ohio 
W. Va.—Webster Springs 
Bayord, Lewisburg 


We can serve your truck 


=write FoR WOOD PRODUCTS CO. 
TOLEDO 12, OHIO 


CATALOG 


SS ———— 
_—$—$————_S— 


By WOOD 
PRODUCTS 
A PROFITABLE SIDE LINE FOR YOU 
MANY TYPES FOR 
SUBURBAN HOMES 


ESTATES - 
Gates To Match 


WHITE CEDAR - RESIDENTIAL 


PENTA PRESERVATIVE 
VA.—Clinchburg, Damascus We can treat both posts and rails with 
this nationally known preservative. 


CLUBS 


finishes 


Every Need 


For %", %/e”, \ 





Hanging Strips. 
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BUILDERS’ 
HARDWARE 
SPECIALTIES 


A POOR CLOSERS 


with o 5 yeor guorantee 


CONTINUOUS (PIANO) HINGES 


B Full range of sizes in all metals and 


DOOR AND CABINET BUTTS 


All sizes, metals and finishes for 


SCREEN pe toe t? HINGES 
a) a 
E BOOKCASE STANDARD 
Pilaster Adjustable Type. Write for circulars. 
SPRING HINGES 
Single and Double Acting for installation with or without 








@ 


and 1%” wood. 


HALF-SURFACE DOOR BUTTS 
Plain, Boll Bearing and Spring 
DOOR STOPS AND HOLDERS 
A Type For Every Purpose 


Write for Catalog on Business Stationery 


PARKER HARDWARE MFG. CORP. 
Quality Hardware Since 1900 
LUDLOW STREET 


Phone WAlker 5-6300 + NEW YORK 2, N.Y 


Circle No. 143 on Handy Cover Card 
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new SALES AIDS 


Kit to Promote Impulse Sales 


A new self-shipping display carton for 
Carlon “D” Plastic Sewer and Drain 
Pipe now is available. The package, 
which weighs less than 50 pounds, con- 
tains a dozen 5’ lengths of 4” plastic 
pipe, each length with a coupling. The 
new, convenient 5’ lengths of 4” plastic 
pipe are designed to increase the prod- 
uct’s use for drainage from _ patios, 
downspouts, window wells and other 
home drainage problems. 

The new Carlon merchandising pro- 
gram permits dealers to put the material 
out where it can be seen and sold to 
the home handyman. The pipe can be 
cut with a handsaw and permanent 
joints are solvent welded with only a 
brush and solvent cement, maker an- 
nounces. A complete line of matching 
fittings also is available. Carlon Prod- 
ucts Corp., Dept. AL, Box 133, Au- 
rora, Ohio. 





For Details See New 
Inquiry Card on Back Cover 





stresses outstanding nozzle features 
such as fast, full adjustment from 
spray to heavy stream, leak-proof con- 
struction, lightweight and durability. 
The nozzle is molded of Tenite 11 and 
is transparent green in color. Twelve 
nozzles, mounted on cards, are included 
in a standard package. There are six 
packages to a shipping carton. Vichek 
Tool Co., Dept. AL, E. 87th & Koster 
Sts., Cleveland 4, Ohio. 
Circle No. 229 on Handy Cover Card 


Nevamar Color Selector 


A newly-designed color selector de- 
scribes and illustrates the Nevamar line 
of colorful high-pressure laminates. It 
states the many features and uses pos- 
sible for the beautifully-styled novelty 
patterns and reproduced woodgrains 
in the Nevamar line. Homemakers will 
find the pamphlet useful in selecting 
the right pattern or woodgrain for the 
particular application involved. A free 
copy of the color selector may be ob- 
tained by writing to The National Plastic 
oe Co., Dept. AL-CS, Odenton, 
Md. 


Circle No. 230 on Handy Cover Card 
(continued on page 118) 
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“This little tube really 


packs a sales wallop!”’ 


Circle No. 228 on Handy Cover Card 


“Thanks to the P& L Tube System of Calibrated Colors®, I’m 
ringing up sales on a complete line of much-wanted brand 
name merchandise without stocking a big inventory. 


“Now it's a cinch to satisfy our most color-conscious customer 
with P&L House Paint, New Lyt-all Flowing Flat, Vitralite, 
Vapex, to mention a few of the famous brands in the line. 
I like the pricing structure too. 


“And month in, month out, I’m getting the steady support of 
P&L’s national consumer and trade advertising plus free ad 
mats, radio transcriptions and point of purchase material for 
my own tie-ins. How about you?” 
Ask your P&L man or write Pratt & Lambert- 
Inc., 75 Tonawanda Street, Buffalo 7, New 
York. In Canada: 254 Courtwright Street, 
Fort Erie, Ontario. 


PRATT & LAMBERT-INC. 


Plastic Hose Nozzles 


Anew display card for Trans-Flo 
plastic hose nozzles measures 3” x 714”. 
The card is lithographed in attractive 
green and yellow. Copy on the card 

















A Dependable Name in Paint Since 1849 


NEW YORK + BUFFALO + CHICAGO + FORT ERIE, ONTARIO 
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NEW SALES AIDS 


(begins on page 117) 





Ger-Pak Film in Handy Cartons 


A compact unit for the sale of low- 
cost polyethylene film by the yard has 
been created for Ger-Pak Tidy-Cov'r 
film. The average retail cost of the film 
is 142¢ per square foot. The new display 
features a folding method that permits 
wide-width polyethylene covering to be 
dispensed from narrow-width cartons. 

Six-foot-wide Ger-Pak Tidy-Cov’r film 
fits into a carton 21” wide, while the 10’ 
width is available in a 33” wide carton. 
One-foot markers are printed along the 
entire edge of the 200’ roll of film in 
each carton. Each dispenser carton con- 
tains detailed illustrations suggesting 
numerous uses for polyethylene film 
around the home. Gering Products, 
Dept. AL, N. Seventh St. & Monroe Ave., 
Kenilworth, N. J. 

Circle No. 231 on Handy Cover Card 


Rack Dispenses VisQueen Film 


A handy rack for display and sale of 
polyethylene film holds four large rolls 
of VisQueen film. The rack is approxi- 
mately 3’ wide and it has a cutting bar 
at the top. A colorful heading shows 
various uses for the polyethylene film. 
Made of lightweight, heavy-gauge wire 
tubing, the rack will stand on the floor 
or hang from the wall. It folds compact- 
ly for storage. 

The four-roll rack pack of film in- 
cludes: two rolls of 4-mil VisQueen 
film, one natural and one black, in 12’ 
widths, folded to 36”; one roll of natural 
2-mil, 12’ wide film; and one 100’ roll 
of rib mat film, 30” in width. Plastics 
Div., Visking Co., Div. of Union Carbide 
Corp., Dept. AL, 6733 West 65th, Chi- 
cago 38. 

Circle No, 232 on Handy Cover Card 


—— NEW EQUIPMENT —— 


Disc-Type Aisle Markers 


New fiberglass discs designed for 
permanent aisle marking in wood, tile, 
concrete and asphalt floors are an- 
nounced. The markers are available in 
four colors—yellow, orange, red and 
white, as well as other colors to meet 
special requirements. The aisle markers 
are installed by simply drilling holes into 
flooring and bonding the discs into place. 
The markers fit flush to floor and pro- 
vide sharp, clear markings for aisleways, 
danger areas or guide lines. The marker 
measures 2%” and is produced in two 
thicknesses, 4%” and%4”. Correct size drill 
bits for installing the disc markers also 
are available. 

The maker also produces Permanent 
Line aisle markers of creosoted wood 
floor blocks capped by a %” layer of 
colored fiberglass or with fiberglass disc 
insets. Hayden-Shaw Mineral Products, 
Dept. AL, 7814 W. Jefferson Ave., De- 
troit 17. 

Circle No. 233 on Handy Cover Card 











Liquid Kaw-Nide 


BEHR PROCESS 


FOR REDWOOD 











customers.” 

by friends” accounted for 

26% of dealers’ sales. What better 
endorsement than this tremendous 
vote of confidence. For a line 

of REDWOOD finishes 

that really sell again and again, 
stock the leader, stock Behr- 
Process Liquid Raw-Hide. 

For complete information 


the sign of an 


UNIQUE PRODUCT 


<< A recent survey by an independent 
company revealed that over 

&> 42% of Liquid Raw-Hide 

' buyers were “repeat- 


Recommended 


Write Today 
for folder 8 


and name of your nearest 
jobber, write or phone: and 


reservations 





LINSEED OIL 
PRODUCTS CORP. 


1603 TALBERT AVE., SANTA ANA 4, CALIF. 
Phone: Kimberly 5-710) 
Manufacturers of the original resin-free 
Liquid Raw-Hide finishes for REDWOOD, etc. 
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Circle No. 


aie 
Catch this 
early bird 


SPECIAL 


apo ERaaetgs Sie wt ae a 


and Boats available 
e Bathing — Sandy Beach and 
Dock for Boats 
@ Two |8-hole Golf Courses, 
Saddle Horses nearby 
f-@ Entertainment 
e Famed for Fine Food- 
Home Cooking 
Season May 9 to October 20, Hotel and |, 
2, 3 Bedroom Guest Cottages. Moderate 
Rates. Rates for Children. 


TOPS IN DOOR COUNTY, WIS. 


AWOERSOW | 


HOTEL AND COTTAGES 
EPA RAM Wis 


146 on Handy Cover Card 


June 8, 1959, AMERICAN LUMBERMAN AND BUILDING PRODUCTS MERCHANDISER 





AA LREE al 
: snenngnncince Be 
a 
~~ ncaa tiation aac Aapoeate 4 
i AAS LAUR. 
Hs EOSIN 














{AANA EMLOE LALLA ES EN “ 


ALR ALAMO LEGS LDP I EE 


a aid 
— 7 ELDER ELSE 











Se alae 









































spneammine” 











— Oe ALGO 

















Greatest Building Supply News of the Year... 


NEW ATTRACTIVE RIB ROOF ING... for multiple farm and home uses 
N EW CORRUGATED ALCOA 4-V ROOFING. .... improved V-drain roofing 


Two modern new Alcoa® Aluminum Roofing Sheets, 
and both jammed with new features to increase your 
sales, both offered with a rock-solid 30-year warranty 
against corrosion. 

Alcoa Rib Roofing is the new diamond-embossed sheet 
that’s so handsome homemakers are demanding it for 
patio shades, carports, boathouses, playroom paneling 
and other domestic uses. Designed for the heavy loads 
found in poultry house roofing and other farm building 
construction, Alcoa Rib Roofing has become a multiple- 
purpose product overnight. It’s easy to stock, too: only 
one width, 50% in. for 48-in. coverage, and only one 
pattern. And it’s available in lengths 6 ft to 16 ft. 

Alcoa 4-V Roofing, corrugated and embossed, is get- 
ting a big play from down-to-earth, practical farmers. 


June 8, 1959, AMERICAN LUMBERMAN AND BUILDING PRODUCTS MERCHANDISER 


It has all the advantages of 5-V crimp, plus many addi- 
tional merits of its own. New 4-V roofing comes 26 in. 
wide, .019 in., has siphon drain, won’t “oil can,” won’t 
“fish mouth.” It’s available in standard 6-ft to 12-ft 
lengths. 

For further details, see your distributor of Alcoa 
Roofing. Or write Aluminum Company of America, 
1955-F Alcoa Building, Pittsburgh 19, Pa., for new Alcoa 
Aluminum Roofing literature. 


Your Guide to the Best 
in Aluminum Value 
ALCOA ©. 
ALUMINUM 


PE EST For Exciting Drama Watch “Alcoa Theatre,” 
Alternate Mondays, NBC-TV, and 


“Alcoa Presents,’ Every Tuesday, ABC-TV 
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Classified 
Advertising 


Terms — Cash With Order 
Minimum Charge $7.50 
Rates: 
1 Time —30c per word for each insertion. 
Minimum charge of $1.50 per line. 
3 Times—25c per word for each consecutive 
insertion. Minimum charge of $1.25 
per line. 
Add $1.75 per insertion for blind ads bearing 
box number. 
AMERICAN LUMBERMAN 


59 East Monroe St., Chicago 3, Ill. 
Phone: Fi 6-7788 





HELP WANTED | 





WANTED: Young, aggressive man to buy 
half interest in well established retail lum- 
ber yard. Stage age. give references and fi- 
nancial ability. Address Box H-49 American 
Lumberman, and Building Products Mer- 
chandiser. 





SITUATIONS WANTED 








Bookkeeper 
Familiar with lumber terms, like distribu- 
tion yard. Will consider wholesale, some 
manufacturing or perhaps other. Been self 
employed some time. iddle age. Address 
Box H-51 American Lumberman and Build- 
ing Products Merchandiser. 





Salesman & Estimator 
Excellent millwork estimator and salesman. 
Familiar with Lu-Re-Co laminations and 
truss work, also Cost Book A. Excellent 
references. Address Box H-54 American 
Lumberman, Inc 








SALES REPRESENTATIVE 
AVAILABLE 











Sales Representation Available 
Aggressive Distributor selling Wisconsin 
Lumber Yards successfully for twelve years 
seeks major reputable line as manufacturer's 
agent. Can furnish warehouse in Milwaukee. 
Sears Box H-39 American Lumberman, 
ne. 








SALES REPRESENTATIVE 
WANTED 








Manufacturers Representative Wanted 

Manufacturer of quality line door locks, 
bathroom accessories and builders: hardware 
selling to retail lumber, building material 
and contract hardware dealers has openings 
for established commission representatives 
in some choice protected territories. Only 
ualified men with time to devote to major 
line responsibilities need apply. Address Box 
H-46 American Lumberman and Building 
Products Merchandiser. 





Manufacturers Agents now calling on lum- 
ber, building material and hardware trade to 
handle our new improved mitre for use 
with any ordinary cross cut saw. (See ad 
page 107.) Exclusive territories can now be 
arranged. Give details as to your coverage. 
W. A. Gerrard Company, Inc., 4400 Samad 
Avenue North, Minneapolis, Minnesota. 





Commission representative now successfully 
calling on lumber dealers for protected ter- 
ritories in Michigan, Ohio, Illinois, aa 
vania, Wisconsin. State lines now — 
and territories covered. Address Box H-5: 
American Lumberman and Building Prod- 
ucts Merchandiser. 





RAILS WANTED 











RAILS. New and Relaying, Bought and Sold. 
1000 Good Serviceable Kiln Trucks in stock. 


M. K. FRANK 
480 Lexington Ave., New York 17, N. Y. 
400 Park Bidg., Pittsburgh °2, Pa. 
105 Lake Street, Reno, Nevada 





BUSINESS FOR SALE 











FOR SALE: Lumber, Building Material, 
paint and hardware, small Alaska town. 
Grossing average $100,000—2 buildings, good 
inventory, going concern. Excellent buy, 
some financing available. Address Box G-51 
American Lumberman, Inc. 





The management stock in a_ successful 
wholesale and gonhing sash, door and mill- 
work corporation, located in the fastest 
growing part of the North Central Area. A 
real opportunity for a capable and ex- 
perienced millwork person or a manufac- 
turer seeking an established jobber outlet. 
Address Box 62, American Lumberman and 
Building Products Merchandiser. 


BUSINESS FOR SALE 








Lumber Yard For Sale 
Going concern in growing community in 
Western South Dakota. Cash or terms to 
right party. Address Box H-47 American 
Lumberman and Building Products Mer- 


chandiser. 





For Sale: Nebraska Yard. Priced to sell. 
Owner wishes to retire. Address Box H-48 
American Lumberman and Building Prod- 
ucts Merchandiser. 





Arizona’s Oldest Retail Lumber Business 
For Sale. Owner for sixty-three years wants 
to retire. Will lease eee with 87,500 
sq. ft. of ground includin 000 sq. ft. of 
shed space. Rail spur inside yard. Address 
Box H-53 American Lumberman and Build- 
ing. Products Merchandiser. 





MODERN LUMBER YARD—For Lease or 
Sale—Erie, Pennsylvania, available now 15M 
sq. ft. lumber sheds — 532 ft. private rail- 
road siding — 412 acres — separate office 
building — excellent corner location. Han- 
dle direct. Prendergast Co., Cleveland 5, 
Ohio — Michigan 1-7175. 





FOR SALE: Retail Lumber Yard. Excellent- 
ly located in Victoria, Texas. er will 
sell !and and improvements separately or 
with stock and equipment. Has grossed $200,- 
000.00 per year for the last ten (10) years. 
An opportunity for some one. Write City 
Real Estate, Victoria, Texas 





FOR SALE: Lumber and building business, 
paint and hardware, clean stock, well es- 
tablished. Good location in fast growing 
Central New Jersey. Address Box H-50 
American Lumberman and Building Prod- 
ucts Merchandiser 





BUSINESS OPPORTUNITIES 











FOR SALE: Well established, small retail 
lumber yard in El Paso, Texas suburb. 
Good lease on buildings and yard. Complete 
stock of lumber, wallboards, paint, hard- 
ware, etc., at inventory cost. Up-to-date dis- 
play fixtures at 50% of cost. Have 600 cus- 
tomer accounts. Present owners have other 
interests. For further information, address: 
LANDER LUMBER CO., P. O. Box 1442, El 
Paso, Texas 





MISCELLANEOUS FOR SALE 











Near Asheville, North Carolina, Lumber 
Plant Equipment and stock for sale with 
long lease on Real Estate, Dry Kiln, Siding 
and Warehouses suitable for lumber, veneer, 
furniture or oak flooring manufacturing. De- 
tails furnished when interest and ability are 
established. FLETCHER LUMBER COM- 
PANY INC., Fletcher, North Carolina. 





Circle No. 148 on Handy Cover Card 


NEW LOW COST 


MOISTURE DETECTOR 


VERSATILE—Tests flooring, interior mill- 
work, framing lumber, insulation, plaster 
walls, brick, concrete. 


10W COST—Price $90.00 f.0.b. Boonton, 
N. J. 


ECONOMICAL—Long battery life, approx. 
2 years, batteries available anywhere, 
cost only $2.65. 


S#4LL—easily carried from a neck strap. 


Write for free information. 


DELM " ORS INSTRUMENT 


COMPANY 
660 Cedar Street, Boonton, N. J. 





CARPENTERS APRONS 
Write for prices and information. 
THE MINNESOTA SPECIALTY CO 


119 North Fourth Street 
Minneapolis 1, Minn. 





RETAIL CATALOGS 
Illustrated, tailored to your operation. 
Write for details. 

The Dingley Press 
Freeport, Maine 





Is equipment maintenance .. . and 
high labor cost in connection with 
warehousing eating away at 
your profits? Both can be reduced 
substantially and full information is 
available on request. Write today, 
giving name and title, on your busi- 
ness letterhead, to Twin-Tilt, P. O. 
Box I-3, Cincinnati, Ohio. No obli- 
gation. 





125 wood cutting band saw blades: 214” x 
20’, 144” spacing; 3” x 21’6”, 112” spacing; 

~ x 22’, 146" « — 50 per ft. John 
L. Darby, 2736 N. Hope St., Philadelphia 33, 
Pa. RE-9-4905. 


June 8, 1959, AMERICAN LUMBERMAN AND BUILDING PRODUCTS MERCHANDISER 





‘Have You Overlooked This?’’ 


The following manufacturers were carried 
in the May 25 issue of American Lumberman 
& BPM and are again listed with their in- 

ui numbers for your convenience. Use 
th "Tendy Cover Card for more information. 


Archer-Daniels-Midland 14 
Copy of booklet, ‘“Pol-mer-ik Painting 
Bo ints”, _ without charge. 
Acme Steel C 7 
Learn how 2 lumber dealer, with the help 
of an Acme Steel Strapping Idea, has 
achieved a much faster way to deliver 


lumber. 
American Sisalkraft Corp. 

Details on profit-making line of water- 
proof reinto rced papers offered dealers. 

Andersen Corp. 6 

Facts on wood sash and frames of Ander- 
sen Beauty-Line and Flexivent windows 
available without obli ~wg 

Appalachian Hardwood Mfrs., Inc. ...... 38 
ists supply sources for pre ae hard- 
wood lumber, flooring and specialties. 
Armstrong Cork Co. 

Exciting new ceiling featuring classic 
Cushiontone inlaid with tiny flecks of 
silver-colored metal. Details available. 

Barrett Div., Allied Chemical Corp. 3 

For samples and full information on in- 

queens sheathing, use the Handy Cover 


Buss Machine Works 
Offers descriptive bulletin +54 on Buss 
No. - planer for lumberyards and small 


shop: 
Cam nI-Hausfeld Co. 
Offers new catalog on a new series of 
paint spray guns. 
Certain-teed oducts Corp. 
A complete sales kit and details on Ger- 
tain-teed’s “Color-Tuned” roofing sys- 
— —— free for your builder-cus- 


canned “Steel Specialty Co., Inc. 25 
Offers supply source for “Plyclips which 
eliminate wood blocking on plywood 
roof construction; and steel framing 
anchors. Catalog available. 
Douglas Fir Plywood Assn 
Learn how the market for DFPA-trade- 
= plywood is being expanded for 


Pordien Corp., sub. of Cyanamid ....... 37 
Offers odorless Formica Safe-Bond con- 
tact bond cement for laminated plastic 
surfaces. 
Georgia-Pacific Corp 
Factory -sealed reaweed siding which saves 
customers up to $40 per M; information 
available. 
Homasote Co. 1 
Offers products that increase builders’ pro- 
fit by $54 to $276 for every 1,200 sq. ft. 
of exterior wall surface. 
Independent 0. 2 
Offers revolving display board with moni- 
tor key cutting machine as a sure-fire 
traffic and profit builder. 
Inland Steel Products Co. 4 
Complete line of louver ventilators of 
steel and aluminum offered. 
Insular Lumber Sales Corp 
Offers information about Philippine ma, 
hogany paneling, siding, molding, floor- 
ing, trim, and rough and surfaced lum- 


ber. 
Insulite Div., M & O Paper Co. 

For samples, sales helps and complete facts 
about Insulite ceiling tile, use card on 
back cover. 

Johns-Manville 

For complete story on Johns-Manville 
Fiber lass home insulation, use the 
Hand ¥ Cover Card. 

Leigh Building Products 
ome improvement profit package offer 
on awnings, canopies, shutters and 
flower boxes. Catalog available. 
Masonite Corp 

Panelock , ot tEdy ad mats, theater films, 
literature, samples, radio-TV, and re- 
modeling plans offered to dealers. 

Menominee Indian Mills 
~—— source for dry northern hardwoods, 
ite pine and hemloc 
Minnesota Mining & Mfg. Co. 40 

Scotch Brand masking tape urged for 
every paint sale. 

Miracle Adhesive Corp. 34 

Sensational free goods offer to dealers 
handling Miracle Black Magic and Brite 
Magic Adhesive. 

a - or Display Fixture Co. 13 

Full details on how Multiplex display 
panels help produce sales. 

National Manufacturing Co. 
Free catalog available on Visual-Pak 73D 


are. 
2: Lumber Co., div. of St. 
0. 
ree plans and erection instructions for 
pole-frame buildings using creosote or 
penta-treated poles. 


Gomemn Wood Preserving Co. of Amascion, 


mi you are interested in the growing mar- 
ket for decay and termite-resistant lum- 
ber, use the Handy Cover Card. 

Pacific Mutual Door Co. 32 

Supply source for DFPA and certified 
grade-stamped fir plywood. 

Padgett Smith Flooring Co. 

Invites investigation how P. S. oak floor- 
ing can build good will and more busi- 
ness. 


R. B. Co., The 


45 
Catalog and prices offered for Roll-Off 


truck bodies. 

or e Tool Co., The 35 
Offers drop- head threader tool for home 
and farm market 


Safe Padlock & Slerdwese Co. 2 
Offers aluminum builders hardware in 
brass, bronze or aluminum finishes. 


Smith Chemical Works, Inc., Geo. B. 

Learn how Smith’s Topper Sprink-L-On 
Cement Color makes bigger profits and 
better jobs. 

Spencer Kellogg & Sons, Inc. 18 

Presents facts of interest to paint sellers 
about house paints and linseed oil. 


ADVERTISERS’ 


Sterling Corp., John 1 

Offers all new, all p se pocket door 
frame. Literature available. 

Tarter-Webster & Johnson, Inc. 

A source of quality and uniform west 
coast lumber products; use the Handy 
Card for information. 

Tek-Bilt ; 

Manufacturer announces new aluminum 
combination storm window. Details to 
dealers. 

Textron Metals Co. 

Offers information on Spring Premium 
Promotion program for aluminum com- 
bination doors, siding, windows and 


awnings. 
U. S. Aluminum Siding Corp. 
Manufacturer offers information on com- 
lete line of aluminum siding available 
in over 500 color combinations. 
Weiser Company 
New line of door hardware as modern as 
tomorrow offered by manufacturer. 
White Instrument Co., David 
Illustrates, describes and prices surve 
instruments for contractors, builders, 
concrete contractors, farmers and home- 
owners; literature available. 
Williams Co., The 
Offers descriptive literature on three new 
Sun Ray steel wool retail packages. 


INDEX 





Acme Steel Co. 
Aluminum Co. of America 
American Steel & Wire 

Div. of U. S. Steel rye ey F 
Anderson Hotel and Cottages — 
Anderson Tool & Mfg. 
Arrow Metal Products cat 


BOreny BIS. OO., INC. 666 scccccevsecss 10-11 
Barclite Corp. of America 

Bennett Mfg. Co., Richard C. 

Bird & Son, Inc. 

Borden Co., ee 

Bruce Co., E. L. 

Bunyan Lbr. Co., Paul . 

Burroughs Corporation oni 


Capitol Products Corp. 
Continental Steel Corp. 
Crestline Co., The 

Cupples Products Corp. 


DeKalb Commercial Body Corp. 
Delmhorst Instrument " 
Desmond Brothers 
Dexter Lock Division, 

Dexter Industries, Inc. 
Dodge Corp., F. W. 
Dodge Div. ie Chrysler Corp. 
Durham Co., Donald 


Evans Products Co. 
Evans Rule Co. 


Firestone Tire & Rubber Co., The ... 
Flintkote Co., The 

Ford Div. of Ford Motor Co. 

Formica Corporation, Sub. of Cyanamid . 
Freeport Woodcraft, Inc. 107 
Friden, Inc. 


Georgia-Pacific 
Gerrard Co., Inc., W. A. 
Goodman Lbr. Div., 

Calumet & Hecla, Inc. ... 94 
Graham & Co., Inc., John H. ............ 50 
Griffin Co., G. W. ¥ 


Illinois Lock Co., The 
International Harvester Co. 


Johns-Manville 


Kaiser Aluminum & 
Chemical Sales, Inc. 
Keystone Steel & Wire Co. 
enews & Vogt Mfg. Co. 
Kordite Corporation 


Libbey-Owens-Ford Glass Co. 
Linseed Oil Products Corp. 
Lockwood Hardware Mfg. Co. ..... 
Lumbermens Mutual Casualty Co. 


Mack Trucks, Inc. . 
Macklanburg-Duncan Co ot 

Marlite Div. of Masonite Corp. ‘ : 
Massey-Ferguson Industrial Division : 
Mauk Lbr. Co., The C ode 
Mauk Seattle Lbr. Co 

McLeete Co., The ... 

Midland Co., The 

Minnesota Mining and Mfg. Co 
Misceramic Tile 


National Cash Register Co., 
National Gypsum Co. 

National Lead Co. 

National Plastic Products Co.. 
Nichols Wire & Aluminum Co. 


Parker Hardware Mig. Corp., 
Perma-Side Co. ... 
Pickering Lbr. Corp. .. ; 
Pittsburgh Plate Glass Co. 
Ponderosa Pine Woodwork 
Pratt & Lambert, Inc. 
Protection Products Mfg. Co. 


Quaker State Metals Co 


Red Cedar Shingle Bureau . 
Republic Steel Corp., Truscon Div 
Roberts Co., The 

Roddis Plywood <aeP 

Ruberoid Co., The 


Samuel Stamping and Enameling Co. .... 
Seaside Apartments . 

Skil Corporation . ; 
Smith Chemical Works, Inc., Geo. B. .. 
Swingline, Inc. bag? ba 
Symons Clamp & Mfg ‘Co. 


Tennessee Stove Works . 
Trinity White Cement .... 


Union Lbr. Co. .. 

United Plastic Products Co. 
U. S. Plywood Corp. ..... 
U. S. Steel Corp. . 

U. S. Steel Export Co 


Wagner Sign Service, Inc. 
Wells Aluminum Corp. ........ 
Wells Lbr. Co., J. W. ; 
Western Pine Assn. PoRe 
Weyerhaeuser Sales Co 
Weyerhaeuser Timber Co., 
Silvatek Products Div. : 
Wisconsin-Michigan croup : 
Wood Products Co 
Wrought Washer Mfg. Co. 


Yale & Towne Mfg. Co., The 


Zonolite Company 


USE THE HANDY CARD 
SEE INSIDE BACK COVER 
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MANAGEMENT WORKSHOP-IN-PRINT — ORGANIZED TEAMWORK SERIES NO. 3 


A Pattern for Profitable 


Dealer-Contractor Relationships 


More Profit for Both Dealers and Contractors 


Historically, the more than 100,000 custom contractors 
(that is contractors who have no sales offices and do no 
advertising other than directory advertising) have “taken 
orders” for billions of dollars of annual volume. Much 
of this has been generated by local dealer advertising. 

Until recent years, generations of lumber dealers have 
been content to let custom contractors do much of their 
consumer contact work or order-taking for them. Retailers 
generally invested less than one half of 1% of their sales 
in advertising, they did very little consumer selling, and the 
custom contractor was their first customer. 

In their capacity as consumer order-taker for the in- 
dustry, contractors often used up 35% to 50% of their 
available time in “sales” work, and that left but half their 
time to do what they got paid for doing, that is, building 
and supervising the construction products for which they 
had taken orders. 

Because they have no training in creative selling, these 
custom contractors tend to take consumer orders on a 
highly competitive price basis, the competition is bitter 
and demoralizing, and the entire industry suffers from 
price pressures. 

They just can’t sell! Even though a growing number 
of dealers are doing some creative merchandising, much 
of the construction order taking is still being done by 
custom contractors. For these reasons, contractor fail- 
ures have been increasing, dealer profits are steadily de- 
clining, wholesalers and manufacturers have been losing 
profit ground, the entire industry is losing important 
volume, and unsatisfied consumer demand accumulates! 

If more and more dealers will creatively merchandise 
contractor services the builder could do uninterruptedly 
what he does best—namely construction and supervision of 
all types of merchantable construction projects. Then the 
contractors could consume double the amount of building 
materials they are presently consuming and everyone 
would benefit—the contractor, the dealer, the wholesaler, 
the manufacturer and the consumer. 

As a matter of fact, the use of the term “siamese 
twins” for dealers and custom-contractors is completely 
realistic. Building materials have no value unless con- 
struction labor is added to them, and construction labor 
is only valuable through the use of building materials. 
These two cannot be separated in the consumer end-use 
package. Someone must sell the combined material-labor 
product to the consumer. 

Because creative merchandising requires creative man- 
agement, a store, displays, sales promotion, advertising 
and follow-through by properly trained and equipped 
salesmen, it is evident that the lumber and building prod- 
ucts dealer is the logical one to sell the combined prod- 
ucts. 

New pattern for profit. In recent years, enough dealers 
have recognized the inevitable economics of this situation, 
and have set up merchantable construction package sell- 
ing teams of dealer salesmen and contractors, to set a 
pattern which the industry should universally follow. 

These dealers and their contractors are making much 
more mutual profit than dealers and contractors operat- 
ing under out-moded methods. 


Currently, according to authoritative market research, 
one dealer out of every three is doing contracting in some 
form even though it may be a small package like a new 
roof, a garage or a kitchen. One dealer in every four is 
taking an occasional contract on a new home and one 
dealer in every six is doing some speculative building. 

Many of these dealers are making 8% to 10% net 
profit on their sales and from 20% or more on their net 
worth. But there still remains thousands of dealers in both 
United States and Canada that depend to a very large 
degree on the custom contractor to do hit-or-miss consum- 
er contact work and order taking for them. Very few 
of them are happy under this situation. 

Wholesale or less. Such dealers are having the frustrat- 
ing experience of watching as much as 50% of their local 
contractor-builder sales volume by-pass them through 
other types of distribution channels. Today, as soon as the 
contractor shows any signs of generating important sales 
volume, a horde of direct sellers descends on him to sell 
him at wholesale prices or less. 

With increasing competitive pressures, even the busi- 
ness of the order-taking type of contractor who does no 
promoting of his own services, is being solicited by di- 
rect-selling manufacturers and wholesalers. In this strug- 
gle some dealers decide to go after volume on a price basis. 
They budget their costs at 13% or less and announce a 
cash and carry operation. 

Several outstanding cash and carry operations show that 
this policy sometimes works well. Now, more and more 
contractors are “tasting blood” at cash and carry yards. 
But such simple answers often defeat themselves. It is too 
easy for a lot of people to get into the act. 

As soon as competitive dealers find that they can cope 
to some degree with cash and carry competition by open- 
ing a cash and carry department, the volume of profits 
of some exclusively cash and carry outfits come into 
jeopardy. When this happens, there is a tendency of 
“cash and carry” to revert to traditional methods. 

Some dealers are going to the opposite extreme and 
deciding to forego competitive contractor business, widen 
their lines, erect elaborate stores and showrooms, install 
contract departments and seek consumer trade exclusive- 
ly. 

There are many examples of success for this more 
complex answer to the problem, but it remains to be 
proved whether a considerable number of dealers will be 
able to get the higher prices required for adequate net 
profit without some independent contractor volume to 
carry part of the overhead. 

ealer management workshops have uncovered a pric- 
ing and profit relationship to types of sales which has 
deep significance for dealers everywhere. 

Typical Case No. 1—A $10,000 house job—exclusive 
of lot and financing. The contractor develops the sale, 
prepares a material list for purchase and for competitive 
bidding by lumber dealers. 

He is liable to leave out hardware specialty items, and 
perhaps even the millwork which he thinks he can buy 
elsewhere at less cost than from the lumber dealer whose 
material list is thus usually limited. 
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The average sale by the average dealer in a situation 
like this is a bill of materials amounting to about $3,250. 
The contractor then collects the proceeds of the contract 
and pays off the dealer when he finds it convenient. Aver- 
age discounts to contractors from “house bill” list prices 
is 9.3%. 

Over 400 dealers were surveyed to arrive at this average. 

Typical Case No. 2—A $10,000 house job—exclusive 
of lot and financing. The dealer develops the lead, nurses 
the deal along to the point of conrtact signing, prepares 
his own material list, keeps it non-competitive and takes 
an assignment of the contract proceeds from the con- 
tractor, paying off the contractor for labor and super- 
vision in installments as the job progresses. 

The average dealer who makes this sale sells a bill of 
goods amounting to $4,650 at his full retail price and has 
no collection worries. 

The same 400 dealers were surveyed to arrive at this 
average. 

Assuming that the average dealer does both types of 
business—and most of them now do—the net profit pic- 
ture in the two cases would look like this: 

Case No. 1 above: (Uncontrolled contractor sale) 

$3,250 sales volume @ 7/10ths of one percent. 
net profit before taxes. $ 
Case No. 2 above: (Controlled consumer sale) 
$4,650 sales volume @ 10% net profit before 
taxes. $ 

The consumer does not get the benefit of the contrac- 
tor’s close buying because of the multiple overheads in 
the job when the dealer and the contractor operate in- 
dependently of each other. In highly competitive con- 


tractor markets the net profit on a house bill sale to a~ 


consumer is 10-20 times that of the same sale to a con- 
tractor. 

The above cases do not discount the importance of 
contractor trade. The volume of competitive contractor 
sales is an essential part of the retail lumber and build- 
ing products business. For many dealers it carries the 
overhead or fixed expenses of the business. 

Why it is important for a dealer to retain contractor 
good will and trade: 

He is a repeat buyer, almost a daily customer. When 


he is out of work he is out trying to find a job for himself 
and thus developing building material sales for a dealer. 

He is often a truck load buyer. Customarily he buys 
larger quantities at a time than the average consumer. 

It costs less to service the contractor and is less trouble. 

He helps the dealer reach his annual breakeven-point 
earlier in the year. 

A better inventory turnover is had because of the larger 
volumes of the contractor. 

Month in and month out contractors represent a lot of 
potential sales volume. 

But contractor sales, essential as they are, can lower 
the percentage of net profit on the average dealer’s total 
sales this year to less than 3% net profit before taxes. 

Profit tied to control. In building this profit back to 
an average of 8% to 10% net profit before taxes—where 
it should be—the obvious policy is to do more controlled 
consumer selling and keep the contractors happy by sell- 
ing their jobs for them at a good profit to them for labor 
and supervision. 

With the growing inroads of the prefabricators and the 
tract builders into the new home market both the local 
contractors and dealers find their new home volume in 
jeopardy. 

They are finding, too, that they must work together 
along two lines: 

1. to retain as much as they can of the new home 
market 

2. to creatively expand the home improvement and farm 
market 

The majority of dealers, however, have marked time 
in arriving at long term policy decisions and have 
cautiously and experimentally dabbled in various mer- 
chandising policies and practices. Their approach has been 
tentative and expedient. They have been playing a wait- 
ing game and their frustrations, profitwise, have con- 
tinued. 

How can a dealer hammer out for himself on the anvil 
of these competitive pressures the most profitable operat- 
ing policies? The essence of the problem and the key 
point in policy is more “DSC,” Dealer Sales Control. The 
dealer must set up a long swing plan to secure both sales 
control and profit control. 


Next Issue: How Teamwork Can Control Contractor Sales 


Objectives of the Teamwork Approach 
To Dealer-Contractor Policy 


The following objectives quickly demonstrate that con- 
trol without contracting is preferred in many respects to 
actual contracting, although there are extra profits to be 
had in the latter step: 

To get the industry’s fair share of the consumer’s dollar 
at the only point it can be secured—at the point of retail 
sale to the consumer. 

To bring advertising sales promotion and creative selling 
to merchantable construction markets. 

To secure maximum distribution of building materials at 
lowest cost compatible with reasonable profit for con- 
tractors and dealers. 

To set up cooperation and coordination for mutual profit 
on the part of the dealer and his contractors. 


To set up a sincere, genuine, wholehearted, marketing 
partnership. 

To develop a spirit of real friendship between the dealer 
and the contractors on his marketing team. 

To set up a situation where the contractor does not ex- 
ploit the dealer nor the dealer the contractor. 

To preserve contractor’s identity, enrich and profession- 
alize the contracting business. 

To get the contractor into the habit of buying from the 
dealer because of the dealer’s partnership principles and 
actions. 

To serve the contractor in such a manner that he will 
reciprocally responds to dealer help. 

To become the best customer of local contractors. 
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Seated next to each other on the train, the two passengers 
remained silent as the train traveled mile after mile. Suddenly 
one of them, an old codger, turned to the fellow at his side 
and shouted, “Darn it, I know I’m gettin’ deaf. You’ve been 
talkin’ to me for half an hour and I ain’t heard a word you’ve 
said in all that time.” 

“Take it easy, mister,” said the other fellow. “I’m chewing 
gum.” 

a ” * 

The trouble with falsies is a girl doesn’t know when to blush, 
scream, slap or say, “Ouch!” 

* a+ +” 

Nowadays a penny saved wouldn’t have bought anything 
anyway. 

+ * ~ 

Many a man in love with a dimple makes the mistake of 
marrying the whole girl. 

+ ” * 

Do-it-yourself isn’t a bad idea when you want to install a 
hook in a closet or put a stamp on an envelope but when it 
comes to supplying your yard—well—you can do it yourself, 
check the various mills for grade, log supply, machinery and 
operatives. 

Of course, different mills have various methods and inter- 
pretations of grade, log supply, kinds of machinery and oper- 
atives but you can make yourself a set of standards and meas- 
ure each mill accordingly. This will take lots of study and 
you'll surely have to get somebody to take your place at the 
yard and then the market changes and you'll want to keep 
track of that or— 

You can stock the MAUK way. Keeping track of all those 
things is our job and we know the mills. Do it the easy way 
and get best quality for your money every time. For value, 
stock MAUK. 

+ + 7. 

Simple Celia says a feller who thinks he’s smarter than his 
girlfriend has a smart girlfriend. 

* * oa 

Then there was the girl who, filling out an application form, 
came to the line marked, ‘Experience’. She wrote, “Certainly, 
but if I have to put it in writing I’m not so sure I want this 
job.” 

P * o* * 
Do You Know Dep't: 
Do you know that compatible color is when the red smear on 
a man’s hankie matches the shade of his wife’s lipstick? 
Do you know that ecstasy is when you have the feeling that 
you are going to feel a feeling that you never felt before? 
Do you know that MAUK purchasing is when you know you 
bought best by every known test? 

< 7” * 


MAUK Seattle Lumber Co. 
Seattle, Washington 


s* & 


The C. A. MAUK Lumber Co. 
Toledo, Ohio 


Circle No. 149 on Handy Cover Card 





New Literature 
Time-Saving Card—See Back Cover 


How to Build a Patio. Step-by-step instructions describing 
how to build a translucent fiberglass patio or carport are 
contained in a new brochure (data sheet No. 504). The 
brochure includes construction procedures, provides sug- 
gestions for proper ventilation, makes recommendations for 
color selection and contains heat and light transmission value 
charts. It may be obtained without charge by writing to Filon 
— Corp., Dept. AL, 2051 E. Maple Ave., El Segundo, 

alif. 





Circle No. 250 on Handy Cover Card 


Wood Shutters. A new catalog fully describes and illustrates 
the wide variety of cabinet, window and door treatments 
possible with Colony custom shutters. Complete installation 
kits, called Colony Shutterettes, also are described. Tips on 
how to order Colony shutters, the full range of sizes available 
as well as prices are listed in the catalog, now available from 
American Wood Corp., Dept. AL, P. O. Drawer 1082, Com- 
merce, Texas. 
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Ventwood Awning Brackets. A two-color mailing piece 
fully describes how Ventwood Awning Brackets plus 6” bevel 
siding sold from the dealer’s stock will provide the homemaker 
with attractive, low cost, real wood awnings. The brackets 
are designed to fit narrow windows as well as standard and 
picture windows. The maker’s door canopy brackets and orna- 
mental scrolls also are described. The McLeete Co., Dept. 
AL, 307 N. Stone Ave., LaGrange Park, IIl. 
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Azrock Floor Products. A new colorful, 24-page catalog 
gives information on the entire line of Azrock sales promotion 
and advertising aids for dealers. Included are such items as 
advertising mats, point-of-sale displays, radio and television 
advertising, catalogs and folders, streamers and samples. The 
catalog may be obtained by writing to Azrock Floor Products, 
Dept. AL, Box 531, San Antonio 6, Texas. 
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Prefab Aluminum Greenhouses. Lord & Burnham’s pre- 
fabricated aluminum greenhouses are fully described in a new 
32-page catalog. Color photographs show several inexpensive 
starter-size greenhouses plus a 25’ wide estate-type model, 
with dozens of in-between sizes and styles for every need and 
budget. Tips on selecting the right greenhouse as well as prices 
are given. The manufacturer also announces a _ four-page 
brochure describing its new Swim-Mor pool enclosures, an 
aluminum and plastic structure designed to double the 
swimming season. Lord & Burnham, Dept. AL, Irvington, N. Y. 
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A new reference catalog specializing in aluminum grilles 
and accessories is offered to dealers without charge. The 
catalog illustrates over 60 grilles of all sizes, chrome-brite and 
white reflectorized initials, numerous decorative castings, 
commercial and residential push bars, door sweeps, thresholds, 
names and numbers. Royal Factories, Inc., Dept. AL, 22nd & 
Lippincott Sts., Philadelphia 32. 
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LUMBER DEALERS 


a 34 page booklet especially prepared 
to guide lumbermen in buying 


correct insurance protection. 
Write to Business Extension department for your copy: 


“‘Lambermens UTIL CASUALTY CMT 


SS a Division of KEMPER Insurance 
CHICAGO 40 _ 


=> 
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Know your AIM*... Pittsburgh Plate Glass does... 
Packaging Lumber Speeds Unloading and Handling 


Acme Idea Man 

H. W. McCurry 
serves Acme Steel 
Company customers 
with new handling 
and packaging 
Ideas. 


The Pittsburgh Piate Glass Company of Henryetta, Oklahoma, is now 
receiving shipments of packaged lumber in box cars. This new technique 
speeds materials handling and permits important economies from time of 
arrival to production line use. (Idea No. U1-19) 


The lumber is packaged at the mill, then loaded into box cars and braced by 
the interlace securement method, using heavy-duty Acme Steel Strapping. 
The shipment arrives at Pittsburgh Plate Glass Company in excellent 
condition, ready for fast unloading with mechanical handling equipment. 


Savings gained from mechanical unloading are further increased by production 
economies. Formerly, lumber sizes were manually selected for production use. 
Packaging the sizes of lumber in the sequence they will be used on the 
production line has eliminated manual handling. 


*Know your Acme idea Man. He will work with you to help improve 
handling of your incoming supplies. Call him at your nearest Acme Steel 
office or write Dept. ABU-69, Acme Steel Products Division, Acme Steel 
Company, Chicago 27, Illinois. In Canada, Acme Steel Company of Canada, 
Ltd., 743 Warden Ave., Toronto 13, Ontario. 


OU? STEEL STRAPPING 
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Del v THE QUALITY 
ADVANTAGES OF WATER-REPELLENT 


Treated Sliding 


@ Your customers who demand top quality will 
appreciate Weyerhaeuser 4-Square Water- 
Repellent Treated Siding. A special treatment 
given all surfaces of Weyerhaeuser 4-Square 
Water-Repellent Treated Siding lines the walls 
of surface cells with a material that resists 
water penetration. Other chemicals included in 
the process repel or destroy insects, and protect 
against stains, molds and decay-forming fungus. 

This new product brings to your homes all 
the beauty, workability and time-tested quality 
of good wood siding plus better performance 
and longer life. 

Featuring this superior product can make it 
easier for you to sell entire jobs to high quality 
builders in your area. 





Weyerhaeuser | 4-SQUARE 


LUMBER AND BUILDING PRODUCTS 


Takes less paint... 
Looks better longer 


You can increase treated siding sales by point- 
ing out to your customers that treated siding 
offers a better base for paint coverage and paint 
retention. Application of two coats on treated 
siding gives approximately the same perform- 
ance as three coats on untreated siding. Paint 
flows on more smoothly, too. 

Weyerhaeuser 4-Square Water-Repellent 
Treated Siding needs no special protection in 
your yard, or on the job. It can even be left 
unpainted until the house is sold, giving home 
buyers full choice of color. The improved sta- 
bility resulting from the treating process helps 
retain snug joints and tight laps. 

Ask your Weyerhaeuser 4-Square District 
Representative for full information on this 
superior product. Feature it for extra business 
and bigger profits. 








oeenOtey, " Attractive modern exteriors will retain their beauty 
a, when they are finished in Weyerhaeuser 4-Square Weyerhaeu ser Sales Company 
= Water-Repellent Treated Siding. FIRST NATIONAL BANK BUILDING « ST. PAUL 1, MINNESOTA 


Circle No. 154 on Handy Cover Card 








ee AR SR ORNL AE NN EC EOS COT CIT MINER RE RN AN ry 


